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Mr. Jeffrey S. Jordan, Supervisory Attorney
Complaints Examination and Legal Administration
Federal Election Commission

999 E Street NW

Washington, D.C. 20463

Re: MUR 5691

Dear Mr. Jordan:

This response to the above-captioned MUR is filed on behalf of Whalen for
Congress; Kirk Whalen, individually and as Treasurer of Whalen for Congress; Iowa
Machine Shed Co.; Carmen Darland; and Brian Dumas.! For the reasons set forth below,
we request the Commission activate and dismiss this matter promptly.

L. Introduction

One problem that has beset the Commission for many years is the abuse of the
complaint process for political gain. Complaints with little or no legal merit are filed for
the purpose of 1ssuing a press release and creating negative press for a rival campaign,
while simultaneously tying up staff and resources in responding to the complaint.
Indeed, the more spurious and scattershot the complaint, and the more respondents
designated by the complainant, the more difficult it may be to answer, as the responding
parties cannot be sure just what allegations may be considered important, or what
ambiguously indicated legal theories need to be countered. As we will demonstrate, this
complaint is hard to see as anything other than a cynical ploy by the complainant, Brian
Kennedy for Congress campaign manager Carol Earnhardt, to harass and tar the

! Respondent Heart of America Inns and Restaurants 1s not a separate legal entity, but rather a trade name
owned by Mike Whalen and used to market the hospitality business of several companies, operating under

different brand names, and owned by Mr. Whalen
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respondents, secure in her belief that the Commission will be unable to issue 2 No Reason
to Believe determination before the June 2006 primary.>

The respondents believe that the Commission can and should activate this case
promptly; that its legal and factual merits are readily dispatched without investigation;
and that it should be dismissed promptly so that the respondents have a clean public bill
of health prior to the June 2006 primary. Additionally, Respondent Iowa Machine Shed
Company notes that the complaint, despite its lack of merit, throws a legal pall over the
corporation’s business operations. The corporation has featured Mike Whalen, toy
tractors, and delicious pork for 27 years — this complaint essentially argues that such
longstanding Machine Shed images now constitute illegal contributions to Mike Whalen
for Congress, forcing the corporation to change its business operations or operate under a
legal cloud. Thus, the Respondents urge prompt action by the Commission to dismiss
this complaint.

IL. Argument

Like most nuisance complaints, this complaint is an amalgamation of
uncontroversial legal norms (“The Tillman Act, passed in 1907, prohibited any
corporation from making a ‘money contribution’ in connection with federal elections,” p.
5); conclusory allegations (“Respondents conspired to utilize corporate funds and assets
to produce and fund a television advertising campaign,” p. 6); tendentious, irrelevant
argumentation (“such activity is a calculated effort to evade the strict prohibition on
corporate contributions,” p. 1); and assertions of “undisputed fact” that are anything but
undisputed (“It is undisputed that Mike Whalen and Whalen for Congress knowingly
accepted what, in this instance, constitutes an illegal, in-kind contribution, p. 6.”).

When a complainant alleges that it is a violation of federal law for a business
advertisement to show a child playing with a toy tractor because such images are part of
the theme of Respondent Corporation’s restaurants (Complaint, p. 4), it is hard to know
which allegations to take seriously and which to rebut. Furthermore, it is often difficult
to distinguish between which alleged facts the complainant thinks supports which charge,
and which alleged facts were merely added for press consumption. The Respondents,
therefore, make clear that their failure to address any of the myriad of “facts” and legal
conclusions made in the complaint does not indicate acceptance of the truth of those
facts, or of the complainant’s legal conclusions about those facts.

% The publicity-seeking nature of this complaint 1s indicated by several factors: the press release that
simultaneously accompanied 1t, the fact that both the press release and the complaint were posted on the
Brian Kennedy for Congress web site, see http:/www briankennedy com/news/20051130R asp and
http.//www briankennedy com/news/20051130 pdf; and the fact that Brian Kennedy’s counsel distributed
copies of the complaint to a publicly accessible email list for academuc debate of election 1ssues, see

bttp.//majordomo.lls edu/cgi-bin/Iwgate/ELECTION-LAW_GL/archives/election-
law gl.archive.0512/date/article-5.html.
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A. Statement of Facts

1. Mike Whalen is the Public Image of the Machine Shed, and has
Appeared in Machine Shed Advertising for Over Twenty Years.

Mike Whalen, as the president and founder of the Iowa Machine Shed Company,
has been featured in Machine Shed advertising for over two decades, ever since he
returned to Iowa to found the first Machine Shed restaurant in 1978. Included with this
response as Attachment 1 is a DVD showing Machine Shed ads from as far back as 1989.
In these ads, you will see Mike Whalen featured prominently, always as the primary
spokesperson or narrator. In some ads he identifies himself; in other ads his name is
featured in prominent graphics on screen as he speaks. Attachment 2 is a DVD of
Machine Shed radio ads from 2003 to 2005, all featuring Mike and some featuring Mike
and his mother. In the ads, Mike Whalen typically introduces himself, or is otherwise
clearly identified. The ads, and their theme of Iowa agriculture, have not changed since
well before Mike Whalen declared his candidacy for Congress. For example, Mike and
his family have been featured on the back of Machine Shed menus for more than a
decade. See Attachment 3 (1996 Menu) and Attachment 4 (current menu). In addition to
family photos, the back of these menus also include statements of the Machine Shed’s
philosophy, history and, in particular, its commitment to the Iowa farmer. See also
Attachment 5, featuring Mike in a Machine Shed ad in the January 2004 Iowa Pork
Producer Magazine. These themes appear in Machine Shed advertising in all states.

In short, Mike Whalen is to the Machine Shed restaurants what Harland Sanders
was to Kentucky Fried Chicken or Dave Thomas to Wendy’s. -With Mike as its
spokesman, the Company’s image has long been tied to Iowa farming and farm products.

At the same time that he has been a spokesman for the Machine Shed, Mike
Whalen is not now, and has never been, featured in the advertising of any of the other
restaurants and hotels that make up the Heart of America Inns and Restaurants group. He
is not featured in broadcast ads for any of the hotels he owns in Iowa, or for any of the
other restaurants he owns in Iowa, including the Thunder Bay Grill, Johnny’s Italian
Steakhouse, the Checkered Flag, or Gramma’s Kitchen. See
http://www.hoari.com/restaurants.htm and http:/www.hoari.com/hotels.htm for list of
properties. It would be easy to feature Mike in these ads if the goal was to increase his
visibility during his campaign for Congress, or to use his corporations as adjuncts to his
campaign.” Conversely, Mike is featured in Machine Shed advertising not only in Iowa,
but in Kansas, Illinois, Minnesota, and Wisconsin — in every state where there is a
Machine Shed restaurant. There would be no reason to feature Mike in ads in these states
if this was mere corporate subsidization of his campaign.

* Gramma’s Kitchen, the Checkered Flag, Thunder Bay Gnll, and Heart of America hotels all have
locations in the First Congressional District.
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2. The Machine Shed Engages in Regional Advertising and has Long
Featured Tributes to the lowa Farm Community in its Ads.

Machine Shed restaurants are large enterprises. The Machine Shed Restaurants in
Davenport and Des Moines are, in fact, the two largest volume restaurants in Jowa. Both
are located just off Interstate Highway 80. Machine Shed restaurants outside Iowa are
also located convenient to interstate highways. Machine Shed restaurants attempt to
serve as magnets for travelers along the interstate routes. Thus, the Machine Shed
customer market extends far beyond the immediate vicinity of its restaurants, to capture
customers from a wide regional area who are likely to travel past Machine Shed
locations. See Attachments 6 and 7, for articles featuring the Machine Shed in national
publications. The Machine Shed, therefore, sometimes purchases regional advertising
that goes beyond the immediate vicinity of its restaurants. See e.g., Attachment 5, from
the ITowa Pork Producer; Attachment 12, from the 2004 National Edition of Midwest
Living; and Attachment 13, from AAA Living. Additionally, the Machine Shed’s
television advertising goes far beyond the immediate vicinity of its restaurants. The
various advertisements included in Attachment 1 ran on KWQC-TV6. Attachment 14
shows the KWQC coverage map. Davenport is located in Scott County. KWQC’s
primary market reaches 13 Iowa counties, including Dubuque County, where the
Complainant claims that a newspaper has reported that her boss Brian Kennedy has been
told by others that ads have run — even though, “there are no Machine Shed restaurants.”
(Complaint at 3 and Attachment D). KWQC also reaches 14 counties in Illinois. This
does not include cable and satellite reception.

Further, as the Commission can see in these attachments of past Machine Shed
ads, the Machine Shed has long linked itself to the future of Iowa’s farmers and pork
industry. These themes have long appeared in the company’s broadcast advertising (see
Attachments 1 and 2), on its menus and print ads (Attachments 3, 4 and 5), and in its
magazine and newspaper spreads (Attachments 6-11). In this vein, the Machine Shed
stores, attached to the restaurants, sell, for example, John Deere caps, toy barns, toy horse
trailers, crock ware, and “Old McDonald” bib overalls. See
http://www.machineshed.com/gifts.asp. Some restaurants have even offered John Deere
tractor rides to patrons. As part of its mission to represent and serve Iowa’s farming
community, Machine Shed restaurants feature and display a large collection of historic
farm implements, machinery, and cooking utensils. See Attachments 6, 8, 10 and 11. The
Machine Shed also sponsors scholarships for students pursuing careers in agriculture as
part of its mission to support Iowa agriculture.

3. The Machine Shed has Not Altered its Advertising During the
Campaign and Did Not Coordinate its Activities with Mike Whalen
for Congress.

As already demonstrated, during the period in question, the Machine Shed has
made no significant changes in its advertising themes and practices. Nor did it coordinate
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advertising with the campaign. The idea for the television ad complained of in the
complaint, and which is included as Title 11 on Attachment 1, was first developed by
Heart of America’s Vice President for Marketing, Carmen Darland, sometime in 2000,
long before Mike Whalen became a candidate for Congress, but was not used until 2004.
In the fall of 2004, Darland contracted with Victory Enterprises to produce the ad, and
then wrote a finished script. In addition to political advertising, Victory Enterprises is a
respected producer of commercial broadcast advertising in the Quad Cities area,
representing such clients as US Adventure RV, Northwest Bank & Trust, and Reference
Audio Visual. After the ad was produced, Darland, not Victory, arranged for placement
of the ad. At no time has Darland been involved in any marketing activities pertaining to
Whalen for Congress.* Similarly, no campaign employees consulted with Machine Shed
on the ads. Mike Whalen did not, and does not, exercise daily control over Machine
Shed ad content and placement.

Over the years, the Iowa Machine Shed restaurants have typically devoted
approximately 0.5 to 1.5 percent of gross revenues to broadcast advertising. Advertising
for each restaurant rises and falls within that range for many reasons. For example, ad
buys often increase during periods of low sales, or advertising may sharply increase in a
market that has received relatively few advertising dollars in recent years. Broadcast ad
buys for the Iowa Machine Shed Restaurant in Davenport (the restaurant located in
Iowa’s First Congressional District) have remained well within the normal range of
Machine Shed ad budgets, as illustrated by Table 1

Table 1
Machine Shed Broadcast Ad Buys as Percentage of Restaurant Sales
FY 2002-2005*

4 yr. Low 4 yr. High

Restaurant 2005 Year % | Year %
Davenport, IA 1.19 2004 0.82 | 2005 1.19
Appleton, WI 1.50 2002 1.05 [ 2005 1.50
Lake Elmo, MN 1.03 2004 0.82 | 2002 1.16
Olathe, KS 1.05 2002 0.40 | 2003 1.28
Pewaukee, WI 0.85 2005 0.85 | 2004 1.30
Rockford, IL 0.51 2005 0.51 {2002 1.09
Urbandale, TA 1.29 2002 0.94 | 2004 1.48

*Based on Fiscal Years ending Oct. 31.

* In accordance with FEC regulations permutting volunteer activity, Mrs. Darland and her husband have
hosted a campaign event for Mr. Whalen at their private residence.
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B. Legal Argument

1. The Machine Shed’s Routine Advertising Does Not Constitute a
Contribution to the Campaign.®

In responding to complainant’s Count I, we should first be clear what is not at
issue. There is no allegation that the Machine Shed’s ads have ever used express
advocacy to promote the election of Mike Whalen or the defeat of any of his rivals.
There is no allegation that any of the Machine Shed ads have ever mentioned that Mike
Whalen or anybody else is a candidate for Congress, or even that there is a primary
election in 2006. There is no allegation that Machine Shed ads discuss specific issues
before Congress, or any candidate’s position on any political issue. There is no allegation
that the Machine Shed has made any tangible contribution of money or other goods
directly or indirectly to Mike Whalen for Congress, or that Mike Whalen for Congress
has ever requested such assistance.

Rather, the Complaint alleges that the Respondents made a prohibited corporate
contribution to the Whalen for Congress campaign by “sponsoring a TV ad campaign that
served to amplify the images, language, themes, and messaging of Mike Whalen’s
Congressional campaign.” Complaint at 6.5

a. A candidate’s use and statement of his background and views does
not convert the similar “themes” used by others into campaign
contributions.

In apparent support of “Count 1,” the complainant alleges the following:

e Mike Whalen announced his candidacy saying, “America owes a lot to rural lowa
and I want to be an advocate for Iowa’s farms and small towns, like our restaurant
has tried to be for 27 years.”

e Mike Whalen for Congress’s web site, www.MikeWhalen.com, features images
of Mike standing in the Machine Shed restaurant that he founded.

e Mike Whalen for Congress’s web site features a video clip of Mike speaking of
“returning to Iowa 27 years ago to open a little restaurant called the Iowa Machine
Shed with the motto ‘dedicated to the Iowa Farmer,’” (as does the 2003 interview
with Mike in Restaurants and Institutions, see Attachment 7, and the 2002
interview in Restaurant Business, Attachment 8).

* Counts I & II allege that the Machine Shed’s advertising constitutes an 1llegal contribution to the
campaign regardless of the lack of coordmation The discussion of alleged coordination follows mn
responding to Count ITI

¢ Count II 1s merely the flip side of this allegation — that Mike Whalen for Congress 1llegally accepted a
corporate contribution. It is not clear how this 1s supposed to be so, as 1t 1s not alleged that Mike Whalen
for Congress requested Machine Shed to run such ads, or in any way took possession of anything of value
from the corporation.



| ‘ -
! 4
|

Vorys, Sater, Seymour and Pease LLP

m 5691, Response
p.7 i

e The Whalen for Congress campaign has distributed a booklet entitled, Yes fo Pork
Chops, No to Pork Barrel, and the booklet features Mike’s role in founding the
Iowa Machine Shed Restaurants; it contains images of Mike and the restaurants
he owns; it states that, “Mike opened a restaurant dedicated to the Iowa farm
economy;” and it says, “It’s still that entrepreneurial spirit that still drives Mike
Whalen 27 years later.”

e Candidate Mike Whalen has asked, “Are we still going to be making little green
tractors in Eastern Iowa in 20 years? That’s an important question.”

See Complaint at pgs. 2-4. Obviously, none of these things, alone or in tandem, in any
way violates federal law. Certainly nothing in the law prohibits a candidate from
speaking about his background and business success; his reasons for returning to his Iowa
roots after graduating from Harvard Law School; his concern for farmers and local
industry such as John Deere; and his love of Iowa’s rural communities. -

Complainant wants to argue, however, that if the Machine Shed “uses the same
images, language, and themes,” somehow it is an illegal corporate contribution. The
effect of complainant’s theory would be either that Mike Whalen would be unable to
discuss what he has done for the past 27 years or that the Iowa Machine Shed would have
to substantially alter its longstanding business practices and non-political advertising.

If that were really the standard, it would be in effect not only for Mike Whalen,
but for the complainant and for any other candidate. For example, on his campaign web
site, candidate Brian Kennedy touts his affiliation with a law firm. Yet surely the web
site of the law firm with which he is associated, Gallagher, Millage & Gallagher, P.L.C.,
does not constitute a contribution to the Kennedy campaign, and would not do so even if
Mr. Kennedy promises to start running a campaign that meets, “the highest ethical and
moral standards.” See http://www.gmglawfirm.com/. Mr. Kennedy touts being involved
with Cub Scouts. If Mr. Kennedy were willing to pledge, as a prospective Congressman,
to “do my best, to do my duty, to God and My Country, and To help other people,”’ we
would not hold the Cub Scouts — an incorporated entity - liable for contributing to the
Kennedy campaign.

Furthermore, even if such “images, language, and themes” could constitute a
contribution, which they do not, in this case the Machine Shed has not borrowed images
and themes from the campaign: rather, the campaign has utilized themes and images long
used by the Machine Shed. It cannot be a corporate contribution to a campaign when a
campaign appropriates images used by a corporation. Wendy’s did not contribute to
Walter Mondale’s campaign when it continued to air “Where’s the Beef?” ads after
Mondale used the phrase in a 1984 debate with Gary Hart. And when the John Deere
company advertises in Iowa, it will not be a contribution to the Whalen campaign, merely
because Mike Whelan has “frequently invoked” the “symbol” of a John Deere tractor in

7 From the Cub Scout Promuse, see http.//www.usscouts.org/advance/cubscout/cspromiselaw.html.



(6]
4

270441%

“
! _

Vorys, Sater, Seymour and Pease LLP

MUR 5691, Response
p. 8

his campaign. The Complainant’s theory would essentially give politicians a blank check
to determine and limit corporate advertising merely by using the same themes — even
unwittingly — that are used by a corporation in its advertising.

The test is not whether some images in a corporate ad also appear in a campaign
ad — obviously that happens all over the country, as, for example, when a candidate and a
corporation both utilize the U.S. flag in an advertisement. Rather, the test is whether or
not expenditures were “made in connection with any election.” 2 U.S.C. § 441b. The
substance of these ads demonstrates that they are not election connected ads.

b. The Machine Shed has not materially altered the content, quantity,
or placement of its advertising.

In considering whether business advertising by a candidate’s privately owned
business constitutes a campaign contribution, the Commission has focused on whether or
not the candidate’s business altered its advertising message, see, e.g., MUR 4999
(Edward M. Bernstein), or the quantity of its advertising buys, see, e.g., MUR 3918 (Joel
Hyatt), or whether the campaign appropriated property of the business, see, e.g., MUR
5243 (Oberweis for U.S. Senate, dismissed pursuant to Heckler v. Cheney, 470 U.S. 821
(1985)). Here, none of those elements exist. Similarly, in Advisory Opinion 1982-15 the
FEC held that business ads did not constitute contributions where the business had a
history of featuring the candidate in its ads; where the ad frequency did not materially
change from the business norm; and where the ad did not mention the candidate status of
the principal. In this case, each requirement of AO 1982-15 is met. '

First, as has been noted, Mike Whalen has long appeared in Machine Shed
advertising. In the substantial majority of broadcast ads, he either identifies himself, or in
some television ads is identified by prominent on-screen graphics. This has not changed,
and the current ads make no mention of his candidate status. See Attachments 1 and 2.

Second, the Machine Shed has long tied its advertising and public relations to the
Iowa farm community and used images of farm equipment and farmers. See Attachments
3, 4 and 6 through 11. Similarly, broadcast ads of 30 seconds or more have long opened
by tying the restaurants to the farm community.

For example, here is the script of the Machine Shed’s 2005 advertisement:

Mike Whalen: The Machine Shed was founded on a simple
premise: make sure the Iowa farmer is proud of the meals
we serve.

(Whalen appears on screen)
Hi, I'm Mike Whalen. The Iowa Machine Shed’s turning
27 years old this year, but our award winning juicy pork
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chops, our USDA choice steaks, and our home made from
scratch pies and soup are getting better than ever.

Drop by the Iowa Machine Shed, just off of Interstate 80 in
Davenport and Des Moines. We’ll look forward to sharing
the best that Iowa agriculture has to offer.

See Attachment 1, Title 11.

Compare that script to this script from September 2000 (See
Attachment 1, Title 2):

Mike Whalen: Here in the heart of America we’re lucky —
our farmers raise the best food in the world.

(Whalen appears and 1s prominently identified by name on
screen)

Our Machine Shed restaurants have been serving nothing
but the best food for three decades. The Machine Shed’s
pork is world renowned. You should try our roast pork loin
stuffed with sage dressing. Our Iowa chop is so thick some
call it a little pork roast, and our barbecue’s the best
around. The flavor isn’t brushed on, it’s roasted in.

Why not enjoy the best food around? Head to the Shed —
the Machine Shed, that is.

Or compare this ad, also from 2000 (See Attachment 1, Title 4):

Mike Whalen: You know at the Machine Shed we’re
dedicated to the American farmer.

(Whalen appears and is prominently identified by name on
screen)

That dedication has led us to search out the best in
Midwestern beef. Our chefs are preparing for you only the
best beef that’s raised by your neighborhood family
farmers. This beef is aged to perfection and tenderness.
You should try our cattleman’s choice — it’s a top sirloin
stuffed full of homemade dressing. Our prime rib is slow
roasted, tender, and melts in your mouth. And our filets are
wrapped in bacon and char-grilled.

Beef — it’s what’s for dinner at the Shed.



27844181054

‘ vorys, Sater, Seymour and Pease LLP v

MUR 5691, Response
p. 10

Other than the fact that in the 2000 ad series, Whalen is identified by prominent
on-screen graphics, whereas in the 2005 ad Whalen identifies himself, but his name does
not appear on screen, the ads are entirely similar in approach and theme — one sentence of
praise of the farm community, as an introduction to the restaurant menu.

Third, not only has the Machine Shed’s advertising not changed in tone or general
content, but there is no evidence that the Machine Shed has in any way changed its
normal advertising practices. The proper measure of Machine Shed advertising, used by
the company, is as a percentage of gross restaurant sales for each site. While it is true
that the Machine Shed spent more dollars on broadcast advertising for its Davenport
restaurant in 2005 than in 2004, its spending, and the increase from 2004 to 2005, was
well within the company norms of advertising. See Table 1. The Davenport market (in
Iowa’s First Congressional District) devoted 1.19% of sales to advertising in 2005,
substantially less than the Appleton, Wisconsin market (1.50%) or the Urbandale, IA
market (1.29%). Indeed, broadcast ad spending in Davenport, as a percentage of sales,
was a full 25% below that of the Appleton, Wisconsin market. Additionally, the
percentage spent on advertising was lower than amounts regularly spent in other markets
in prior years. See Table 1. As a dollar value, broadcast advertising for the Davenport
restaurant increased from 2004 to 2005 by $13,204. This, too, is not unusual. For
example, broadcast advertising in the Urbandale area (outside the First Congressional
District) increased from 2003 to 2004 by $26,072. In Olathe, Kansas, where total
restaurant sales are less than half that of Davenport, broadcast advertising buys increased
by $16,928 from 2002 to 2003. On a percentage basis, broadcast advertising in
Davenport increased by 44% from 2004 to 2005. By comparison, in Olathe it increased
by 65% from 2004 to 2005. Such increases in market advertising occur in other years as
well. For example, from fiscal year 2003 to fiscal year 2004, broadcast advertising was
increased by 55% in Des Moines.

The Machine Shed has long used a variety of regional and even national
advertising, both print and broadcast, as noted in the Statement of Facts and seen in
Attachments 5, 12, 13, and 14. Broadcast ads have long reached urban areas where
“there are no Machine Shed restaurants,” particularly Dubuque.

Finally, the Complainant adds various unremarkable facts to the mix, for reasons
somewhat inscrutable, and we address these briefly. For example, Complainant states
that, “it is undisputed that Carmen Darland, a corporate employee, wrote the script for the
corporate-funded TV ad, acting in her capacity as a corporate employee.” Complaint at
6. If this leads to a violation, this is a particularly novel interpretation of the law. It
would be odd, indeed, if the script were not written by someone employed by or hired by
the Machine Shed Company, and hard to imagine how most corporations would function
if their ads were not written by people acting for the corporation. The Complainant
seems to have her legal analysis backwards: If these ads were written for a campaign
committee, it might be a corporate contribution for a corporate employee to write the ad
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while on company time, but it is assuredly not a corporate contribution to a campaign
when a corporate employee performs her normal work for the corporation for which she
works. Similarly, complainant states that an employee of Victory Enterprises, the
company that produced the ad for the Machine Shed, appears in the ad as an “extra.”
Complaint at 4. Again, it is unclear what this “allegation” is intended to add to the mix.
One would expect to find employees of an ad firm appearing as extras in ads produced by
the firm. In making these allegations, complainant seems to be arguing that a company
that produces political advertising is prohibited from producing commercial advertising
for anyone, since by definition its commercial productions will be written on behalf of a
corporation, and often feature the production company’s employees as extras.

The Commission should conclude the obvious: A corporation does not make a
contribution to a campaign when it runs advertisements that do not mention the
campaign, do not mention the candidacy status of any individual, do not mention any
election or political issue, and do not vary from the corporation’s traditonal, long-
standing advertising themes and practices. See AO 1982-15 (ads are not contributions
when, “these advertisements will be aired, televised and written irrespective of any
possible candidacy for Congress.”)

2. No Illegal Corporate Contributions were Made to or Accepted by
the Campaign.

As it has been shown that there were no illegal corporate contributions, “Count
I1,” alleging that Whalen for Congress received illegal contributions, must be dismissed
with a No Reason to Believe determination. Furthermore, even if such ads were
campaign expenditures pursuant to “Count L,” they would be independent expenditures,
for which Mike Whalen for Congress would have no liability.

3. The Machine Shed’s Advertising is Not a Coordinated Expenditure
Under the Law.

An otherwise legal expenditure not subject to limits or prohibitions may
nonetheless be treated as a contribution to a campaign if it is “coordinated” with the
candidate’s campaign. Whether or not an expenditure is coordinated is determined
pursuant to 11 C.F.R. § 109.21. Under Section 109.21, a communication is only
considered coordinated if it meets both a conduct standard and a content standard. See 11
C.F.R. § 109.21(a).

At the outset, and following the factual discussion above, the Respondents deny
any and all allegations that their activities meet the required conduct standard established
by Section 109.21(d). However, it is not necessary to review Respondents’ conduct,
because the content standard of 109.21(c) is clearly not met. This case epitomizes the
reason that the Commission adopted a clear, bright line content standard: it allows a
respondent to quickly establish his or her innocence, avoiding a lengthy and expensive
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investigation just to prove one’s innocence. It is that investigation, as we have seen, as
much as any ultimate legal resolution, that is the goal of the nuisance filings such as this
complaint.

Here, the Complainant argues in “Count III” that the content standard is met
because the Machine Shed ads, “in the context of the totality of circumstances,” republish
campaign material. Respondents are not sure what it means to “republish” something “in
the context of the totality of circumstances.” But whatever it might mean, it is not the
law. Complainants claim that the “images, language, themes, and messaging” are
“substantially similar” to those used by the campaign. Complaint at 7. It would seem to
go without saying that “republication” is quite different from “similar.” ‘“Republication,”
in ordinary language, is a copy of the original, whereas most anything can be “similar.”
Indeed, if Mr. Whalen’s opponent, Brian Kennedy, decided to discuss issues such as the
difficulties faced by the Iowa farmer or John Deere Industries, he too would be using
“themes,” and probably “language” and “imaging,” “substantially similar” to those used
by Mike Whalen for Congress.

In fact, the regulation refers not merely to “republication,” but to “republishing...
materials prepared by a candidate,” 11 C.F.R. § 109.21(c) (2). The added modifying
phrase, “prepared by a candidate,” makes clear that “republication” means not merely the
use of “similar” “images and themes,” but the copying of “materials” actually prepared
by the campaign, i.e., replicas of campaign materials. See also, e.g., 67 Fed. Reg. 12838,
Mar. 20, 2002 (Explanation and Justification to Rules on Independent Expenditure
Reporting); 68 Fed. Reg. 429, Jan. 3, 2003 (Explanation and Justification to Rules on

Coordinated and Independent Expenditures).

The Commission has never adopted as a standard the idea that “substantially
similar” material is republication of campaign material, and for good reason. The
purpose of the prohibition on republication is to prevent an individual or group from
simply absorbing the cost of a candidate’s advertising by paying the cost of airing or
printing the candidate’s actual campaign material. To suggest that “similar themes”
would amount to republication would all but eliminate the very notion of independent
political spending, which is often, if not usually, tailored to themes similar to those used
by the candidates. Not only would such a rule undercut the statutory (and, indeed,
Constitutional) provisions for independent spending by political entities, but for non-
political spenders, such as Machine Shed or Wendy’s (“Where’s the Beef?”), it would be
devastating. The theory is breathtakingly audacious, and without support in any law or
past ruling of the Commission.®

® Indeed, Complamants are reduced to citing cases m which they admt the Commussion approved the
conduct — see Complaint, fn 23 — and citing them incorrectly at that, unless they really meant to cite to
2004-15, the David Hardy case, which 1s not a coordination case, but deals with the definition of
“electioneering communications,” something clearly not at 1ssue here.



. vorys, Sater, Seymour and Pease LLP

MUR 5691, Response
p. 13

Again, Respondents deny that they have engaged in any behavior that would meet
the conduct requirements of 11 C.F.R. § 109.21(d).” But further conduct analysis is not
necessary, as the broadcast ads in question clearly fail to meet the content standard of 11
C.F.R. § 109.21(c).

4. As Whalen for Congress Did Not Receive a Contribution from
Machine Shed or Any Other Corporation, it Cannot be Guilty of
Failing to Report such a Contribution.

As the above facts show, Whalen for Congress did not receive a contribution from
the Machine Shed or any other corporation. Thus, there is no contribution to report and
no legal basis for “Count IV.”

5. “Stand-By-Your-Ad” and Disclaimer Provisions Do Not Apply to
Advertising Not Paid for by the Campaign.

Nowhere is the specious nature of this entire complaint more on display than in
“Count V,” in which Complainant alleges that the Respondent Machine Shed failed to
include disclaimers and the “Stand-by-your-ad” statement, as required in 11 CF.R. §
110.11. Complaint, p. 8.

On its own terms, Section 110.11 applies only to four types of communications:

a) public communications for which a political committee makes a
disbursement; '

b) public communications containing express advocacy;

¢) public communications soliciting a contribution; and

d) electioneering communications.

11 C.FR. § 110.11(a)

It takes very little effort to see that the activity alleged in this complaint does not
fall into any of these categories. The very gravamen of the complaint is that the ads were
not funded by a political committee, eliminating (a). It is not alleged that the ads contain
express advocacy, and they do not, eliminating (b). It is not alleged that they solicit a
contribution, and they do not, eliminating (c). And it is not alleged that they are
electioneering communications, which by definition are made only within 30 days of a
primary or 60 days of a general election, eliminating (d). That the Complainant can cite
to the proper section of the Code, and then ignore it completely, is revealing. If it were
possible to sanction parties for frivolous complaints, this would merit sanctioning.

? Respondents note, however, that once again the indicia of coordnation are lacking — Respondent
Corporation did not alter the content or placement of 1its advertisements, or their quantity beyond normal
business fluctuations; there was no collusion or sharing of material information; and the ads were not made
at the request or suggestion of the candidate or lus campaign. See 11 C.F.R. § 109.21(d).
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III. Conclusion

This complaint appears to have been filed in the belief that Complainant could
garner some positive press coverage — or at least negative press coverage for the rival,
front-running campaign — and that the Commission would not be able to issue the
appropriate No Reason to Believe determination in favor of the Respondents until after
the June 2006 primary. As this response shows, however, this complaint can be opened
and dispatched in a minimal amount of time, and we urge the Commission to activate and
dismiss it promptly.

The advertising by the Machine Shed Restaurants has been in the ordinary course
of business, utilizing themes long associated with the Machine Shed. Such advertising
does not constitute a contribution; the public communications do not meet the definition
of a “coordinated expenditure” because they fail to meet both the conduct and content
standards of 11 CF.R. § 109.21(c), and the communications are not, under any
circumstances, subject to disclaimer or “stand-by-your-ad” provisions. For all the
reasons stated above, Respondents ask the Commission to find that there is no reason to
believe that Respondents violated any provision of the Federal Election Campaign Act or
Commission regulations and dismiss this matter promptly.

Respectfully Submitted,

fS gl —

Brett G. Kappel

Counsel for Respondents Whalen for
Congress, Kirk Whalen, individually and as
Treasurer, Iowa Machine Shed Co., Carmen
Darland, and Brian Dumas

cc: Hon. Michael Toner, Chairman

Attachments:

1. DVD, Iowa Machine Shed Television ads, 1989-2005.
2. DVD, Iowa Machine Shed Radio ads.

3. Machine Shed Menu, circa 1996.

4. Machine Shed Menu, current.

5. Print ad, Iowa Pork Producer Magazine, January 2004.
6. Bus Tours Magazine, December 2000.

7. Restaurants and Institutions, June 1, 2003.

8. Restaurant Business, February 15, 2002.

9. Quad Cities Biznet, October 1, 2000.
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10. Peoria Journal Star, May 23, 2000.

11. Des Moines Register, June 24, 1991.

12. Midwest Living Ad, 2004 and coverage area.
13. AAA Living Ad, 2004 and coverage area.
14. KWQC TV6 Primary Coverage Map.
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SANDWICHES

Our sandwiches are served on our specially baked bread
(old fashioned white, marble rye, o1 wheat) that has a rich
homemade flavor Let us know 1f you’d prefcr real butter or
mayonnaise on the side

All sandwiches are served with creamy cole slaw,
cottage cheese, and & pile of f11es

Pork Tenderloin Sandwich 545
People actually talk about 1t' Freshly battered and
deep fried golden brown One of our most popular sandwiches

Boneless Pork Chop Sandwich 4 545
The potk producer’s favorste Butterflied & charbroiled

Reuben 6.15
Corned beef thinly shiced and prled high, topped with sauerkraut,
Swiss theese, and then grilled on our rye bread

Smoked Turkey Reuben - 615
The clussic 1euben with a twist Tender hichory smoked turkey, Swiss cheese, 1000
1sland dressing, and cole slaw, grilled on our rye bread Featured in newspapers
across the nation when 1t was recognized by the American Dairy Association!

Our Club 615
Bacon, turkey, ham, and American cheese
with lettuce and tomato on our home-style toasted bread

BBQ Pork Sandwich 5.45
Lightly smohed pork topped with our savory BBQ sauce

America’s Hamburger 495
1/3 Ib lcan ground beel patty, chaibroiled to order With cheese add 30

A Tisket, A Tasket, Pick a Basket...
Includes cole slaw, cottage cheese, and I'rench fries
Chicken Basket 4 99
Breaded strips of real chicken breast

Shrimp Basket 599
Deep fried popcorn shrimp

Light Chore Dinners”
Seived wath our fresh baked breads, cole slaw and cottage cheese
Chicken Fried Steak 7.99
Hand bireaded with our special seasonings, served
with mashed potatoes and country gravy

Hot Beef Pot Roast Sandwich or Roasted Turkey Sandwich 5.50
Served wath real mashed potatoes & gravy

Smokeout Weduesdays Fish Fry Fridays

& Hickory Smoked BBQ Pork Ribs All-You-Can-Eat
BBQ Glazed Chicken Prime-Cut

Zesty Smoked Beef Brisket Canadian Cod

Any two - $9.99 A deal at
All three - $10.99 $6.95

MacHiNg SHED BAKESHOP

Our bakers work all mght to muke 1t fresh
1t tahes a lot of eatra eftoit to do things the
old-fashioned way, but you can taste the difference'

A Thick Shce of Homemade Pie (Fruit or creum) 1.99
The Shed’s F: Apple Dumpl 199
Good OI' Fruit Cobbler {Whatever's in season') 199
Ice Cream (A heapm’ scoop of vamilla, chocolate or cinnamon) 299
Hot Fudge Browme Sundae . 275
Chocolate Chip Cookic Sundae 2.25
Hot Fudge Sundae . 199

Why not take home a delicious 11” extra
deep-dish homcemade pie for only $8.95?

WeT Your WrisTLE

Teel fiee to order from our full-service bar

Jﬂﬂ“n

HOUSE COFFEE

(o Hot or Iced Tea 110 ,?’s:,zau

Milk small 80 -large 99

Chocolate Milk small 80-Lirge 99 Soft Diinks & Lemonade

Hot Chocolate 99 All Soft Drink Refills are Free!
Old Fashion’ Root Beer I'loat 250

A large 32 ounce hosted mug filled wath thiee heapimg scoops of
vamilla e cream and 1opped wath old fashion® roet beer

2t -.:,,'
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£
“I Burnt Ends 3.99
s}  Pork and beef cooked low and slow i our old fash d hardwood k =
i‘_‘: Topped with our own BBQ sauce and served up hot and tendex f
.4 Farm Hand Breaded Mushrooms 399 |,
“H Tender mushiooms grilled with butter and spices then Lightly hand-breaded
2 m crushed cracker crumbs Seived with ranch-style dipping sauce B
s} County Fair Onion Rings 299 )

o A full pound of fresh thinly shced onion rings hand breaded wath ourown
hght seasonings just like you would get at your local county fuir

Dairy Fiesh White “Sheddar” Melts™ 3.99 [t
- Mld white Wisconsin cheddar hand carved and battered i our specal M
5 scasomngs then lightly fried Served with our own house BBQ sauce 1
Our Combination 6.99

'. 1 Thus tasty sumpler comes urved up Famly Style with
all of the above selections Big enough to seve four

All of our home-stock soups are made from scratch No canned soups here!
The homemade difference 15 bound to make a soup lover out of you Take a gander a
the old cook stove for the hearty soup of the day, or ask your server

Soup of the Day . Ladle Full 1 50 or u Hearty Bowl 2.5¢
Baked Omon Soup. a Hearty Bowl 2.5¢
Baked Potato Soup . Ladle Full 1.50 or a Hearty Bowl 2.5¢

Creamy white chowder loaded with tender red potatoes and topped
with Wisconsin Colby cheese, crisp bacon, and chopped green omon
Umgque to The Machine Shed - One of our great recipes!

FRESH vieeanies

SALADS

Tresh from the garden'
) Cobb Salad 5.9
Fresh greens of iceberg and romaine
juhienne of turkey, Swiss cheese,
chopped bacon, avocado, alfalfa
sprouts, tomato, black ohves,
chopped egg, and renl bleu cheese

Smoked Turkey Salad 5.9
Tender hickory smoked breast of lurkcy, with Swiss and Colby cheeses,
served on a bed of fresh greens, tomatoes, and cucumbers
Seafood Salad 5.9
Shrimp and crub blended with Alaskan whneﬁsh served over
fresh greens, with fresh tomatoes, and hard- moked eggs
Chef Salad . . 5.9
Full of julienne ham, turkey, Colby and Swiss cheeses,
with tomatoes, hard-cooked eggs, and the chef’'s imagination
Tossed Shed Salad . 2.8
Fiesh lettuce generously tossed with cucumber, tomato,
shredded carrots, and red cabbage

Al our salads come with your choice of homemade dressings!
Try The Shed’s own creainy parmesan house dressing

. . JUST FOR KIDS!
Every day kids have their choice of.
Hamburger
Hot Dog
Grilled Cheese Sandwich
or Chicken Basket
includes fries and a beverage
$199
Tuegday 1¢ Family Naght!
On Tuesday nights, kids' meals come with 1ce cream too, and are

only 99¢!
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OUR COMMITMENT
Ded d to

The American Farmer
We toke that dedication very seriously Tarming
1 cverybody's hread and butter, and America's
farmers take the lead 1n producing the best,
least costly food of any nation We use orly
the freshest quahity ingredients to honor
thexr ciforts

WE USE FARMLAND

Serving Fixin’s Family Style’

PORK AND
BLACK ANGUS BEEF
PropucTts

Here at The Shed we stait your meal off with ou1 famous homemade cole slaw, cottage cheesc, and om fresh baked bieads with 1eal butter
Then alongside your dinner you get vegetable, potato of the day, and sauetkiaut if you like, all scived fannly style

Tue Macuing Suep’s Roast PriMe Ris oF BEEF -

Slow roasted, speciolly aged USDA Choice giain fed beef We'lt gladly substitute a baked potato for potato of the day

The Farmer™ 1599
A 14 07 Dhoneless cut served au jus
You may nced the hired man to help you with tius onc!

Fagm STYLE FAVORITES

Q& Roasted Pork Loin 8.99
Stuffed with country sage diessing, shced and scived with dehicious
pan gravy Wmnner of the Great lowa Pork Cookoff

Q& Tangy Tenderlom™ . 9.75
Pork lomn stuffed with seasoned sausage and tangy spices, served with
sour cream snd brandied cherries Another Great lowa Pork Cookoff winner

& 01d Fashion’ Pot Roast 8.99
Just ke mom used to make Slow roasted with garden
fresh omons, cariots, and baby red potatoes

&) Baked Ham 899
Our own specially-prepared dry cured ham, roasted tender and ymcy
Hand carved and seived with brandied cherries

& Roast Turkey Breast 850
Shiced breast of real 10asted turkey, served with Giamma’s favorite home-sty le

d g, hed p gravy, and beriies
&) Fried Chicken 850

A large four-piece portion of chicken prepared with The Shed’s own
secret spices and se1ved with mashed potatoes and gravy

@& Chicken Livers 875
Served up fancy style with fiesh mushrooms and sherry
& Beef Laver 7.75

‘Tender heef hiver giilled with bacon stiips and onions

SMOKEHOUSE CLASSICS'

=pereese Thesc cl ore n}} hard ked right here at The Shed You
probably experienced the mouth waterin' smoky aroma when vou walked im We
use a big, old fashioncd wood smoker (which makes the meat shghtly pink) and
take the extra effort to haste and slow cook all of our meats (The smells me frec!)

U

Hickory Smoked Pork Ribs 13 99
A ful} slab of slow-roasted tendex 1oan back nibs Basted and chmbroiled
Hickory Smoked Chicken 8 50

Tresh half chicken dusted with our spices, slow smoked
and glazed with our signature BBQ sauce

Hand Carved Beef Brisket 8 99
A generous poition of hickory smoked beef hrisket
Peifectly scasoned and shiced thin

Hungry Man's Combination Platter 1299
A half-slab of our hicko1y-smohed fom back nb with your chosce of hand-
carved beef brisket or our tender and juicy smoked chicken

GoNE FirsuiN' <3

=

Catfish 9 50
Full pound of pond rmsed catfish breaded wath our delicious seasonugs
1t’s n Midwestein favonite

&, Canadian Cod 850
We purchnse the finest cod canght i the cold waters
of the Northein Teintones Lightv bieaded and deep fired

The City Shcker™ 12.99
A 10 oz cut for the hghter appeute The farmer’s daughter’s favorite

From tHE BuTcHER'S BLOCK

Our stenks are aged to perfection, cut fresh datly in our own in house butcher
shop from USDA choice gram-fed beef, and charbroiled to your hking
Baked potato 1s available with these items

Hired Man’s Steak™ 15.99
A 20 oz top sulom, hearty enough to satisfv even the nggest appetite
Ribeye 11.99
10 oz tender favorite
One Pound Ribeye . 16.99
Hand-trimmed to our specifications
T-Bone 16.99
Even a field hand will have trouble getting ayound this 16 oz cut
Butcher Shop Poiterhouse 19 99

We offer you 24 o2s , that’s nght — 24 ounces of choice beef
for the ren) beef lover

Havbaler Top Sirloin™ . . . 10.99
A 10 ounce cut The Beef Producers’ most flavorful steak
The Cattleman’s Choice™ 11.99

We chaibroil our top sirloin and stuff 1t full with seasoned .bread crumbs,
mushrooms, Swiss cheese, gnrlic, and secret spices
‘Topped with our Pioneer sauce

Prowman’s FARE "

America’s Cut 9.50
A boneless cut out of the heart of the poik loin, served with
our hunter's stvle mushroom and white wine sauce

lowa Pork Chop 9.50
Lven the most dedicated Badges and 1lhm fans will cheer for this chop
Smoke House Pork Chop 9 50
A diy-cured, thick- cut, melt-in vour-mouth poik chop
7 Stuffed Jlowa Chop 10.50

A two-mch thick center ent bone-n chop stuffed with sweet apple-raisin
dressimg baked to perfection and topped with apple glaze
A winner in the National Pork Recipe Contest

& The Badger Dehght™ 9.75
Our own butcher takes whole pork tenderlomns, trims ’em, wiaps ‘em,
with bacon, then bioils and hakes ‘em Definitely the field hand’s favorite

& The Combine™ 11 99
Our award wimning combination platter!
Thice of our delicious prize g - The R d Pork Lo,
1he Badger Dchight, and our Tangy 1enderlom
w The Pioneer™ 9 99

Winner of the Iowa Posk Pioducers “laste of Elegance ”
Giilled pork tendetloms on a bed of home style noodles
topped with a fiesh, hight garhe hesh sauce

e PO E e
o Tells you tlus dish 15 an award wimne:

REV 798 WMIS

™ Child s portion available fo1 childien under 12
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The Machine Shed 1s dedicated to that haid-working
proud example of the Amernican way of hfe: The Faimer

Thiough the years the Ameiican farmer has consistently
stood for the 1deals that have helped make our country great
His love of the land and 1espect for nature and all 1ts
wonders, his love of God and Counti1y should serve as an
mspuation to us all

The farmer’s love and geneiosity toward lus fellow man 1s
legendary Barn raisings, husking bees, threshing ciews -
these aie memonies of early fasmers, and this geneious spiiit
lives on today as farmers continue to woik together to help
one another

The Machine Shed 1s decorated with faim tools and
mmplements fiom the turn of the century Look miound and
become aware (o1 1enumsce if you admit to “remembering”)
of just a part of the 1ich hentage left today’s generation hy its
grandpaients and gieat-grandpaients Wlile modein
machmery has pe1haps eased some of the eaily faimer’s load,
the spiit and comage of these men and women has lived on

We are proud to salute the Amertcan Faimer!

Farmland Foods apd The
, A . 4 Farmland Foods, America’s largest farmer and rancher-owned
. I oy '\\t-‘l ; LA ; ’ cooperative, with about 500,000 owner-members, and The Machine
i o A vl Al ofin ; i Shed Restaurants, which are “Dedicated to the American Farmer,”
‘ ) ! ‘ L% Jip 3 4: ¥ i 'f(‘, - muier are proud to be partners in bringing you great food - with grain-fed
4l T

(1 "/a H\" i
11X M\\\ ¢l st AN ARV Farmland Black Angus beef and extra-tend K
T 1&\;‘2\”;\ (R e A U gus bee anc extra-tender port

L3
[ The Machine Shed’s Roots )
We opened the original lowa Machine Shed
Restaurant 1n 1978 1n 1ural Davenpo1t, lowa, with just
over 100 seats Our location wasn’t great and much of
the equipment was old (but clean) and broken too
often. We'wete all pretty young and gieen But we ) ‘ ’ '-_
started with a poweiful commitment, that commtment : b o [ \
was a simple five word constitution - “Dedicated to the ) .
lowa Faime1 ” That dedication meant that we woiked Farm Youth Schola_l'shlps Proud to be farmer-owned™
to have a restaurant that wasn’t just “faim” themed,
but would be sometlung that farmers could be prond - J The Machine Shed Restawants aie proud
y to present a senies of college scholarships
of That meant using only the best pork and beef, real for students puisuing a cinecer n agincule
wlnpped cream on the pies, hea”y soups, fresh baked $1,000 gifts are awarded to individuals who
goods made from sciatch, and Iittle things like genume have demonstiated o commiment and desite
mashed potatoes and 1eal butter. Although we still had to be a part of Ameica’s best owr farms
a lot to learn, that dedication gmded us through the Ash your server for an application today!
early days. Even though money was tight, we were
never tempted to go the cheaper 10ute b
Thanks to you, folks liked The Machine Shed fiom A restumant bonoring the Amenican farmer ™
the start. The original Machme Shed has been Visit us at these great
expanded and improved many times And now, othe: Machine Shed locations:
Machine Sheds have sprung up 1n Des Moines, lowa; )
Olathe, Kansas, Rockford, Illinois, and Fewaukee, 1-80 at Exit 292
Wisconsin Along the way we have been delighted to Notthwest Boulevard
have 1ecerved a bushel basket full of honois fiom farm Davenport, lowa
groups like the Pork Producers and the Beef Industry
Council We're constantly trying to live up to those 1-80/35 at Exit 125
honors 1n the food we piepare and 1n the way we Ug;:‘::;:'l‘e“;':i.
biing 1t to you . ?
’ . - Exit 63
Thanks for your help. K. The Whalen Famly M Last Stugt‘e) ;:reet (Bus 20)
datie, Mike, Ky and Ch, Rockford, Illinois
Wé 2 : ,ég and of course - Roo pes’ " ’
00 Dog
1-35 at Lt 220
119th Snect
L Mike Whalen, Ownex Olathe, Kansas

Az Northern

DUTCH (QUALITY HOWSES Sunste U@ %Q‘ Diamond Crystal” ’|‘ Star

1-94 & Highway }
Pewaukee, Wisconsin
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Served with owr fresh bahed breads, cole slnw, a

Chicken Fried Chicken. .

A hand-bicaded Lhu.ken I' lel hghlly .seasmwd

with owr fresh country gravy”

Chicken Fiied Steak o eee

Hand-breaded with owr special seasoning, serued X

with mashed potatoes and country gravy”

Hot Beef Pot Roast o1 Roasted Twkey Sandwich. .. . . ...
Served with real mashed potatoes and giavy

SANDWICHES 3

Sandwiches are served with ueany coleslaw, cottage cheese and a pule of frwsu Chin

sanduwiches are served on our speually baked biead, (old fashioned wiite; wh.eat it

or marble rye) Let us know if you'd prefer 1eal butter o1 mayonnaise on the nd
Pork Tendeilomn Sandwich 599
Not your ordinary sandwich  freshly batter ed aml duep fr lerl gulden brown
Oune of our most popular sandwiches
Boneless Pork Chop Sandwich . 598
The pork producer s favor tte Buuwﬂu:rl and chal bmllzrl
Reuben 649
Cw ned beef thmly sliced aml pllud high, topped with saverkiaut
and Swiss cheese on grilled 1ye bread
Smoked Turkey Reuben 649
Featwred in newspapers across the nation! The classic leubeu wx!ll a luuu
Grilled tender huckory smoked turkey, Swiss cheese, 1000 Island dressing,
and cole slaw, served on vur mas bled rye

America’s Hambuigea 599
1/2-1b lean gmuud beef, chai b mle(l lo mdel —_ uulh cheese add 30
OmClub . .... <. 649

Bacon, lmkey, Iwm, and Anwluan dmﬂ.se wuh luuuce
and tomatv on our home-style toasted biead
BBQ Pork Sandwich . . 599
Lightly smoked pork: topped wuh our speual BBQ sauw

A& TiskeT, A Tasket, Pick A BASKET...

Includes coleslaw, cottage cheese, and Frendh fries
Chicken Basket . . . . - . 599
Bicaded stnps of real chicken breast
Shiimp Basket . . . . 749
Beer battered shiunp

MACHINE SHED BAKESHOP

Our bakers work all night to make it fresh It takes a lot of extra effort to do
things the old fashioned way, but you can taste the difference!
A Thick Shice of Homemade Pie Fiut 199 Cream 299
! Apple pre, chenry pie, blueber l:y, peac.ll, wd raspberry, pecan, lemon,
chocolate cream, coconut cream, banana cream

The Shed’s Famous Apple Dumpling . 299
Good O Fruit Cobbler (Whatever’s n season’) . .. ... . .249
Ice Cream (A heapin’ scoop of lia, chocolute a1 ¢ ) 150
Hot Fudge Browme Sundae . . e e ceen 299
Chocolate Chip Cookie Sundae . e st e aese s 299
Hot Fudge Sundae . .

Coffee, Hoto1 lced Tea . . 129
Milk ... . small 80 large 1.40

Chocolate Milk  small 80 large 140#

[
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TR . $4.99
Ecooked low and slow in vur old

hwood smoker Tupped unth our own
h unrl served up hot and tender

readed Mushrooms . . 399
uuhrooms grilled with butter and spice
ahtl hand breaded in cushed cracker

Sary,zd with ranch-style dipping sauce

ity Fair Onion Rings ... .. . .. 899
Vil paund of fresh thinly sliced onion rings
Mhand-breaded with our own light
awmng.s Just ke you would get
N ( at your local county far
"Y Dairy Fresh White A
% “Sheddar” Melts™ . 449
M:ld white cheddar battered in our

,ﬂl‘lir ‘own house BBQ sauce
%

Efgerued up fanuly style ll)ll’l "Sheddm" Mele:
Rings, Breaded Mushrooms and Buint Ends

2 Blg enough to serve four

nlﬁrz ‘made from scrateh No canned soups here!
bound to make a soup lover out of you Tuke a gander
for the hearty soup of the day, or ask your serve:

Chnh
rd ﬁearly Bowl 2.99 Ladle Full 199 or a Hearty Bow! 2.9

to Soup Baked Onion Soup
‘1’89 of.. Heany Bowl 2 99 A Hearty Bowl 2 99

P ’nﬁd“'ny white chowder loaded with tender Idaho red potatoes
arna l!appec'l with Colby cheese, ciisp bacon, and chopped green onion
\Uhique to the Machine Shed ~ One of our gieat recipes’

SALADS

CobbSalad . ... 89¢
Fiesh greens of uebe:g and romnlne, Julienne of turkey

Swiss cheese, chopped bacon, avocado, alfalfa sprouts,

tomato, black olives, thopped eggs, and real blue chees:

Gulled Chicken Caesar, . . wee . 6.9¢
Caesar dripped greens topped with lemon pepper
& dlled chicken, Asiago cheese, tomato, and lemon

Hot Fried Chicken Salad... .. ... .... . 6.9!

Fresh greens tossed with honey mustard
dressing, cheddar cheese, sliced hot fried chicken,
tomato, and egg

Seafood Salad.... . . 69
Shrimp, crab sunimu, szrued over fresh greens,
with fiesh tomatoes and hard-cooked eggs

Chef Salad . «. 6.9
Full of julienne ham and turlu_y, Colb_y and Swi
cheeses,
with tomatoes, haid-cooked eggs, and the chef’s imagination
Tossed Shed Salad., . . 3.4

Fresh lel!u:.e genewual_y tossed wuh (.m.umbel. tnmala
shiedded cairots and 1ed cabbage
Blackened Clucken Tortilla Salad.. . . 6.
Fiesh greens tossed with ranch salsa, loppcrl w:lh du.ed tomatoes, black olives,
cheddar cheese, blackhened chicken breast, warm 1o tillas, sowr cream, and salsa
All of our salads come with your choice
of homemade di essings’

Try the Shed’s own
creamy parmesan house dressing

ERARNEEEE .

JUST FOR KIDS

Every day kids have theu choice of
Hamburger ¢ Hot Dog
Grilled Cheese Sandwich
or Clucken Basket

ncludes fiies and a beverage
$249
Tuesday 15 Family Night!
£ 1| On Tuesday nights, kids’ meals come
Bl with ice eam too, and are only 99¢

Q‘; ‘n @ Child poition availuble for children
¥ ] under 12 on lhese dmnex menu uems. X
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FARMING 1S EVERYONE'S
BREAD AND BUTTER

AL A 24

The Faimes™

City Sheker™

et LRI ] [ 1\
Serving Fixin’s Family Style
Here at the Shed we start your meal off with ow) famous homemade
cole slaty, cottage cheese and our Fresh Baked Bieads with 1eal buiter
Then alongside your dinner vou get our sauerkraut if you bike, vegetable,
and the potata of the day, all served famuly style

Tue MAcHINE SHED'S
Prive Ris OF BEEF

A 14 0z boneless cut served au jus )im may nccd the hured man to
help you unth this ane!

e . . 16.99

. . 1299

A 10 0z cut for the hglller nmu-llle The farmer s daughter s favorite
We'll gladly substitute a baked potato for potato of the day

FaRM STYLE FAVORITES

Roasted Pork Loin 949
Stuffed with country sage diessing, sliced and
served with delicious pan gravy

Winner of the Great Iowa Pork Cookoff

@ Tongy Tenderlom™ . . .. 1099
Pork Lotn stuffed with seasoned sausage
and tangy spices, served with sour cream

and brandied cherries Another Great Iowa
Pork Cookoff winner

@ Old Fashion’ Pot Roast . 899
Just like mom used to make Slow 10asted
with garden fiesh omons, carrots, and baby

red potatoes

& Baked Ham 949

Our own specially- prepmcd dry cured ham,

roasted tender and juiev Hand carved and
served with branded cheiries

@ Roasted Twhey Breast .. 949
Shiced breast of turkey served with Gramma s favor ite
home style dhe<sing, gravy, and cranberiies

Turkey Filet Mignon 1049
Filets of turkey bireast tenderloins wiapped in bacon and 1oasted with light
pepper and sweel molasses butter, served over wild rice

& Fried Chicken 949
A large fowr piece poition of chukcn plepalerl wllh lhe Shvd 's oon secret spices
Served with mashed potatoes and gravy

& Chicken Livers. 899
Served up /ancy 'Elvle wrth fiesh mmlnamns and cheuy
@ Beef Liver . . 859

Tender beef liver grilled with bacon strips and ontons

GonE FisHIn

Catfish 999
Full pound of pond 1aised mt/'ell breaded with our delicious seasonings
It's a Midwestern favorite

& Canadian Cod . 899

We purchase the finest cod caught in the cold waters

of the Northern Terrttaries Lightly
bieaded and deep fiied

SMOKEHOUSE CLASSICS™

Owr classics are all hardiwood smoked 11ght here at the Shed You probably exper:
enced the mouth-waterin smoky aroma when vou walked in We uve a big,
old fashioned wood smoker (which makes the meat stightly pink) and take the exts.
effort to baste and siow cook all of owr meats to per fection (The smells are free)

Hickory Smoked Pork Ribs . . 14.4¢

A [ull Jlab of slow-10asted h.'mlel Back szs antcd and ;hm b mlzd

Hickory Smoked Chicken . . IS : X 14

Fresh half chiken dunled with mn hpru"r elmu wmkerl
and glazed with awr signature BBQ sauce

Hungry Man's Combination Platter . RS | X |

A half «lab of owr huckorv smoked Imn bm.k b uulh our Iemlm
and puicy smoked chicken
Enyoy a Hungry Man’s Combination on
Smokehouse Wednesdays at the Shed for only 10.99

: ' 4 :
From THE BuTcHER'S BLock
Ow steaks are aged to peifection, cut firesh datly i owr own m-house butcher sho,
fiom USDA choce graun fed beef, and cha) broed to your Liking
. Baked potato 1s avarlable wnth these items
Hued Man's Steak™ . 15.9
A 200z top snlomn, In.-mly wmugh to satisfy evcn the b:ggehl appetm.'

Ribeye . . . . . e 0 v e 124
10 0z iender favorue

One Pound Ribeye ., . . .. . B o ee su seves ..18.9
Hand tyimmed to owr specifications
T-Bone B S [ X
Eucn a [' eld Iumd wzll hm-e lmublc guumg nmuml this 16 oz chowe cut

Butcher Shop Poiterhouse ... . eevee een casrananssesseees 19,8
We offer you 24 ozs, that's night - 24 mmuzn of choice beef for the 1eal beef lovey

Haybaler Top Snlon™ . TP § I}
A 10 ounce cut Thc BecfPrmluLen mosl flaven ful steak
The Cattleman’s Choice™ . 124

We cook our top surloin and stuff it /uII wth seasoned bumd 3] man mnslunom-
Sunss cheese, garlic, and secret spees Topped with our Ploneer sauce

Great Additions
Sauteed Button Mushrooms .. ... . .. .... T
Ghilled Onions . P cer ae es .. eeeere » 14

PLOWMAN'S FARE

America’s Cut 10¢
This s the filet mignan of pork and 15 the featured l.lll of tln.’ Nalm:ml th Prodan
Council Charbroiled and served with a great mushioom wine <auce

Iowa Pork Chop 10.¢
Some folks call n a lulle pmh mast Ym:’ll under :mnd wln :I'e c_nlled
the lowa Chop after tasting our signatuie double 10asted chop

Stuffed lowa Chop . 1149
A tuo inch thick center cut bone-in chop stuffe 'd with sweet
apple 1a1s1n dressing, buked to per fection and topped with
apple glaze A winner w the National Pork Recipe Contest

@ The Heartland Dehght 1099
Our own butcher takes whole park tenderloms, n uns em uraps
‘em, with bacon, then broils and bakes em Defimtely the
field hand s favonite

The Combine™ . 1249
Our award winmng Lmnhumlmn platter! Thice of our
delictous prize winning entiees - The Roasted Pork Lo,
The Heartland Delight, and our Tangv Tencleriom

The Pioneer™ 1099
Winner of the lowa Pork Producer<’ “Taste of Elegance ”
Giilled park tenderloins on a bed of home style noodles topped
with a fiesh, ight garhic herb souce
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The Machine Shed 1s dedicated to that
haid-woiking proud example of the
Amenican way of ife The Farmer

The Machine Shed 1s decorated with farm
tools and 1mplements fiom the turn of the
century Look around and become aware (or

reminisce 1f you admit to “remembering”)
Through the years the American faamerhas ¢ Just a part of the rich hentage left

consistently stood for the 1deals that have today’s generation by 1ts grandparents
helped make our country great Hisloveof  3pq great-grandparents While modern
God and Country should serve as an machimery has perhaps eased some of the
nspnation to us all early farmer’s load, the spint and courage

The farmer’s love and generosity toward lns  °f these men and women has hived on

fellow man 1s legendary Barn
raisings, husking bees,
threshing crews - these
are memories of eatly
farmers and this
generous spint hves on
today as farmers continue
to work together to help
one another

We are proud to salute the
American Farmer'

WELCOME, FROM OUR FAMILY TO YOURS!

In 1978 we opened our first Machine Shed on the outskirts of Davenport, lowa We
had just 100 seats and we were all very young We didn’t know much about the
restaurant business, but knew we wanted to live up to our five word constitution,
“Dedicated to the American Farmer ” That dedication meant that we worked to have
a restaurant that wasn't just “farm” themed, but would be something that farmers
could be proud of We use only the best beef, pork and poultry, we cook from scratch
using fresh ingredients and still peel our potatoes

Thanks to folks like you, we’re successful and have built a nice collection of
restaurants and hotels aiound the midwest You'll find the s1x Sheds on the maps
to the nght, and we'll soon be adding Machine Sheds 1n Aurora (suburban Chicago)
HNlinois and Lake Elmo (suburban :

Twin Cities), Minnesota In addition to
our restaurants we have hotels that are
famly fizendly and traveler’s favorites
Our famly has grown over the years
as has our pride 1n serving only the
best 1n nidwestern hospitality So sit
back and enjoy your meal We hope
to see you again real soon

/
l

Comfort Suites
Lake Country
Intersiole 94 & Hwy )
Pewaukee, WI
Radisson

Intersiate 94 & Hwy )
Pewoukee, Wi

Thunder Boy Gnlle -
Intersiate 94 & Hwy |
Pewaukee, W1

Wisconsin
Machine Shed -

fowo Machine Shed
Ext 125, Intersiote 80/35

Comfort Suttes at
I.mng History Farms
Ext 125, intersiote 80/35
Urbandole, 1A
Wildwood Lodge

Exi 124 Intersiare 80/35
Clive, 1A

Sleep Inn
Exat 125, Intessiole 80/35
Urbandale, 1A
Wingate Inn
6800 Fleur Drive
Des Maines 1A

lowo Machine Shed
Exi) 292, intersiote 80
Davenport, 1A

>

|

Comfort Inn

Exi 292, Intersiote 80
Davenport, 1A
Thunder Bay

Gnlle

Exit 295A, tersiale 80
Davenport, 1A

Crabbies Fish Cantina
€ Kimbery Rood
Davenporl, lowo
The Checkered Flag -

180 / Ext 284
Walcots, 1A

Gramma's Kitchen
180 / Exi 284
Wolcott, 1A

Planted Earth Cafe
3rd Avenve Exi

To River Drive

Mohne IL

Hlinots Machine Shed
Ex 63, Intersiole 90
Rockford, It

Thunder Bay Grille
Ext 63, Intersigte 90
Rockford, IL

Konsos Machine Shed
Ext 220, Interstale 35
Olathe, KS

Comfort Suites [-
Olathe Stahon
El]:; 220, Interstale 35




o
W
e
e

e
®r

o

™

HIGHLIGHTS @
IOWA

PORK lii5¥
CONGRESS

e’g[k.g Checkoff Seminars

Veterans Memorial Auditorium

Thursday, January 29, 2004

New Technologies in Swine Nutrition
Dr. Mike Tokach, Kansas State University

Dr. Bob Goodband, Kansas State University
Thursday 10:00 a.m. - 12:00 p.m.

Urbandale Room, Red Level

Dr Tokach and Dr Goodband will provide a wide array of
new ideas 1o incorporate 1nto your swine nutriion manage-
ment strategies Methods to umprove efficienc), reduce costs
and unprove performance and net return through swine
diets and feed management will each be discussed. This
session will address creanng diets for pigs in the breeding
barn through the fimisher to improve your bottom line

Maintaining Swine Health with Biosecurity
and Practical Management Techniques
Dr. John Carr, lowa State University Diagnostic Lab

Dr. Pat Webb, lowa Department of Agriculture and Land
Stewardship

Thursday 10:30 a.m. - 12:00 p.m.

Smithson Room, Red Level

With biosecurity more imporiant now then ever before,
Dr. Carr and Dr. Webb will provide a common sense
approach 1o disease prevention and mamntaing high
health status with practical management strategies

An Update on State and Federal
Regulations and Nuisance Lawsuits
Eldon McAfee, Attorney with Beving, Swanson and Forrest
Thursday 1:00 p.m. - 2:00 p.m.

Smithson Room, Red Level

Thus session will provide a thorough understanding of the
complex regulatory requuements for lowa livestock opera-
tions McAfee will share the current and future rules that
affect Iowa hog farmers, as well as an update on nuisance
challenges facing livestock farmers in lowa.

Managing Nurseries and Finishers -
A Continuous Improvement Project
Dr. Mike Brumm, University of Nebraska

Thursday 1:00 p.m. - 2:00 p.m.
Urbandale Room, Red Level

Dr. Brumm offers logical advice for your farm management
concerns He wull present the economics of double stocking
wean-10-finush facilines and comparisons of whole barn
close out versus sorting pigs at slaughter. Dr Brumm will
also share his latest ideas on feed and water management in
post-weaned pigs

continues on neat page
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Company Sponsored Seminars
Veterans Memorial Auditorium

Wednesday, January 28, 2004

Rev Up Your Revenue with Robots
Swine Robotics, Inc.

Wednesday 10:00 a.m. - 11:00 a.m.

Whitfield Room. Blue Level

Guaranteed 1o increase in your productivity, efficiency, flexi-
bility and labor safety Learn from Dr Marty Mohr, a
consulting vet with the Swine Vet Center, why they
strongly encourage the use of products like the Boar Bot,
developed by Swine Robotics, to make your operation a
better-managed facility.

Microbial Feed Additives
Agri-King, Inc.

Wednesday 11:15 a.m. - 12:15 p.m.
Whitfield Room, Blue Level

Agri-King was recently awarded a U S. patent for Tri-
Lution, its direct-fed microbial feed additive for swine.
Plan to attend this informative presentation on the benefits
from incorporating a microbial feed additive into your
management program

CI u for ally

confinement equipment needs.

We also custom manufacture
to replace your worn out equipment

Installauon Service available

Den Hartog

INDUSTRIES,INC

4010 Hwy. 60 Blvd.

P.0. Box 425

Hospers, IA 51238-0425
712.752.8432 « Ext. 126
800.342.3408 = fax 712.752.8222
www.denhartogindustries.com

Ace Roto-Mold e Injection Molding » Sowjoy

20 IPP/JANUARY 2004

Automatic Sorting Technology
Farmweld, Inc.

Wednesday 12:20 p.m. - 12:50 p.m.
Whitfield Room, Blue Level

Farmweld Owner and President Frank Brummer will lighlight
the reasons to consider using automanc sorting technology.
Brummer will highhght features and benefits found in state-of-
the-art technology and important considerations in layouts and
barn designs. He will also share some actual results from
sorting facilities.

Trent Loos - Returning the Human Element
The Zierke Company

Wednesday 1:00 p.m. - 2:00 p.m.

Whitfield Room, Blue Level

Trent Loos is a sixth generation farmer who has taken his
passion for a rural lifestyle to the radio airwaves with a
program called Loos Tales. Trent has a background in live-
stock production but his desire to bridge the gap between
farmers and consumers led him to a career in radio broad-
casting and public speaking. Trent has spoken to such
audiences as the lowa Farm Bureau, Iowa Corn Growers
Association and the National Pork Producers Council
about the new threat facing lowa farmers — activist groups
that what to rid lowa of livestock production. Listen to
Trent talk about what you can do in your local communities
to tell the accurate story of food production and take a
proactive approach to telling the true story of agriculture

Manure Treatment

Ag Waste Recovery Systems, Inc.
Wednesday 2:15 p.m. - 3:15 p.m.
Whitfield Room, Blue Level

Ag Waste Recovery Systems meets environmental needs
and recovering resources with innovative solutions.
AWRS has developed an innovative and cost effective hog
manure solution that significantly reduces odors, kills
pathogens, captures nutrients in solids as stable non-
leaching environmentally safe fertilizer and re-captures
water for agricultural reuse. The AWRS solution has the
potennal to significantly change the current manure stor-
age and handling approach for hvestock operations.

Turning Pounds into Profits
Hubbard Feeds, Inc.

Wednesday 3:30 p.m. - 4:30 p.m.
Whitfield Room, Blue Level

The unportance of weaning weight and pig uniformity on
pounds marketed. The serunar will also discuss how to
interpret packer kulls sheets as a source of informanon for
markenng decisions

continuies on next page



2T

M




P otccc
.

The program offers a fast fax with easy
directions, menu options and facts on
Redbone Alley for group members The driv-
er and escort receive complimentary meals
as part of the program Parking space 1s
reserved for buses of all sizes for groups vis-
ihng Redbone Alley Another bonus in the
Southern Hospitality Program is the special
menu selections that can be prepared quickly
for groups on the go, plus quick and efficient
service A list of local attractions and accom-
modations 1s also provided to bus groups tak-
ing part in the program Last, bus tour groups
have easy and efficient billing according to
their preference

Each day fresh ingredients are gathered to
ensure quality Produce from local farmers,
honey by local beekeepers, rice from Darnington
County, fresh caught Atlantic seafood and aged
Western beef flown in daily reflect Redbone
Alley’s dedication to good food The restau-
rants are complete with live entertainment and
abar Redbone Alley also offers a clothing ine
featuring the Redbone Alley hound

Redbone Alley currently has three restau-
rants in South Carolina Each restaurant fea-
tures the Southern Hospitality Program to
bus tour groups For information on group
tours contact Will Green, Redbone Alley’s
communications director, at (843) 673-0035

Golden Corral

Fayette, North Carolina, 1s home to the
ongnal Golden Corral® restaurant, founded
by James Maynard As a part of their tradi-
tion, the chamn's pledge 1s “making pleasur-
able dining affordable "

Whether it is the
carved meats from §
the buffet or chicken §
off the menu, Golden
Corral offers quality
food at reasonable
prices. The restau-
rant’s pledge is “mak-
ing pleasumble dining
affordable.” GOLDEN ’
CORRAL CORP

Whether 1t 1s the carved meats from the
buffet or chicken off the menu, Golden Cor-
ral offers quality food at reasonable prices.
The famous Golden Choice Buffet® offers a
delicious selection of hot meats, fresh veg-
etables, pizza and pastas On Sundays and at
dinner, you will find carved meats on the buf-
fet While the restaurant 1s known mostly for
the buffet, Golden Corral also offers a steak
menu with grilled-to-order USDA choice
steaks Seafood and chicken lovers will also
find a vanety of dishes on the menu

After a tasty meal, do not pass up a visit
to The Brass Bell Bakery® Golden Corral's
famous bakery 1s busy baking fresh treats every
15 minutes Even after a filling meal, muffins,
cookies, hot yeast rolls and brownies are still
a delicious sight

Golden Corral has begun to implement a
motorcoach tour certification program in

The Machine Shed is a large full-service restaurant dedicated to the American farmer. All
of the recipes are made from scratch to include only the freshest ingredients. It is hard to
go hungry here with meals such as The Cattleman’s Choice™ and the lowa Pork Chop.
HEART OF AMERICA RESTAURANTS & INNS .

many of the restaurants Recognizing the
importance of quality food stops for bus
groups, the program teams the restaurant
with tour planners Golden Corral recom-
mends advance reservations but will make 1ts
best effort to work with unscheduled groups
Reservations must be made with the individ-
ual restaurant you plan to visit All of the
restaurants offer bus parking and front door
drop-off for passengers As part of the pro-
gram, the driver and escort recewve compi-
mentary meals with a group of 20 or more
Golden Corral prefers one payment for all
meals at the time of service Keep in mind,
hours of operation vary between locations

A location guide 1s a good source of
information for tour planners The guide
includes locations, telephone numbers,
addresses and interstate exit numbers To
request a location guide or for general infor-
mation, contact Golden Corral Motorcoach
Marketing Program’s Dick Trammel at (828)
881-4848 or GCMMP@aol com General
information is also available on the Web site
at www goldencorralrest com

The Machine Shed

After graduating with honors from Har-
vard Law School in 1978, Mike Whalen
sought an opporturity He saw the chance to
exhibit the agricultural products of the Mid-
west in a restaurant setting The first Machine
Shed restaurant opened in Davenport, lowa,
and has now grown 1nto a successful chain
Whalen's corporation, Heart of America
Restaurants and Inns, includes Thunder Bay
Gnilles, The Captain's Table, Planted Earth
Cafe, Gramma's Kitchen, The Checkered
Flag Bar & Grille, plus seven hotels through-
out the Midwest

Patrons come to the Machine Shed for
good food and an enjoyable decor The
Machine Shed 1s a large, full-service restau-
rant dedicated to the American farmer All of
the recipes are made from scratch to include
only the freshest ingredients If your group
visits for breakfast, try The Plowman’s
Favonte™ or The Pork Producer’s Breakfast
Freshly baked citnnamon rolls are made “big-
ger than a bread box " Lunch time at The

Bus Tours Magazine/December. 2000+ 37 .
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Patrons come to he M Shed for good food and enjoyable decor. The Machine Shed

has a large collection of farming implements and machinery, kitchen utensils and feed
signs. The restaurants have the feeling of eating in a country setting. HEART OF AMERICA

RESTAURANTS & INNS

Machine Shed offers a variety of sandwiches
served on specially-baked bread Family-style
meals served for dinner include prime rib,
hickory smoked pork ribs and pan-fried
chicken lt s hard to go hungry at the Machine
Shed, with meals such as The Cattleman’s
Choice™ and the lowa Pork Chop

The interior of the restaurants display
the best of the American farmer The
Machine Shed has a large collection of farm-
ing implements and machinery, kitchen
utensils and feed signs The restaurants have
the feeling of eating in a true country set-
ting The wait staff even look the part with
bib overalls and gingham shirts, while serv-
ing drinks from mason jars The Machine
Shed also has a large gift shop in every
restaurant Visitors can purchase barbecue
sauce, cookbooks, unique gifts or " Hired
Hand " casual wear

The Machine Shed 1s ready for your next
group at any of its six Midwestern restaurants
With advance notice, each coach 1s greeted
upon arrival The tour operator has a choice
of an all-inclusive group menu or to allow
group members to order from the regular
menu Group members ordering from the reg-
ular menu may pay with separate checks One
dnver and one escort per coach receve a com-
plimentary meal

For information on visiing a Machine Shed
restaurant with your next group, contact
Nancy Stevens at (800) 893-5799 The
Machine Shed currently has six locations in
lowa, llhinois, Wisconsin and Kansas Two
new locations are currently under construc-
tion n [lhinois and Minnesota Visit theirr Web
site at www machineshed com for further
information on locations

If we have missed your favorite bus tour
food stop, let us know We are always look-
ing for new places that welcome motorcoach
groups Contact the editonal staff at (815)
946-2341 or nbt@busmag com Q

We want to hear from you Your

opinion as a l'("(ldel' 15 lI"pOI'f(lIIt 1o us

Tell us what you think ahout ow

features, news and tumely tour nps

We also welcome any suggestions for
I} future 1ssues Contact Stephanie at

Mail:  Bus Tours Magazinc
9698 West Judson Road
Polo, IL 61064

Phone: (815)946-2341

Fax: (815)946-2347

e-mail: btm@busmag com

Bus Tours Magazine / December, 2000 + 39
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Traditional family-dining concepts

still hold a warm place in Americans’ hearts.

RESTAURANTS AND INSTITUTIONS

By Allison Perlik

R&I SENIOR EDITOR

Family-dining restaurants often evoke
memories of meals past- friends and
faruly gathered around a table, por-
ing over a moderately priced, no-frills
menu with extenstve choices—often
including breakfasts served all day—
as a brisk but friendly server takes the
orders

Amid today’s ethnic cuisines,
health-conscious menus and more-
sophisticated palates, the family-din-
ing segment may seem an anachro-
nism with a questionable future. On
the contrary, while fanuly dining may
not be the foodservice industry’s sexi-
est, of-the-moment segment, these
often-overlooked restaurants still
command a major share of dining-
out dollars

Restaurants and Institutions’
2002 ranking of the Top 400 chans
shows that family-dining brands
comprised 11% of the 400 companies
ranked last year, including nine in the
top 50. These concepts also accounted
for 6 9% of total sales ammong Top 400
chains, the fifth largest of 15 cate-
gories and accounting for more than
$13 billion 1n aggregate sales.

Outside of these major players,
smaller-scale family-diming opera-
tions are making their marks as well.
The five regional concepts profiled
here prove there still 1s a place for a
dining experience that 1s simple but

satsfying.

A restaurant honoring the American  farmer ®

THE MACHINE SHED

Home base: Moline, Ill.

Units: 7

Seats: 450

Check average: $11

Average unit volume: $4.3 million

Why watch it?: With retail shops, cook
ing classes and trained chefs, chain ha
potential for success in the Midwest.

The Machine Shed is dedicated to th
spint of the American farmer, fron
servers sporting bib overalls to antiqu
tractors out front.

Far from a farmer himself, Th
Machine Shed Founder and Presiden
Mike Whalen 1s a Harvard-trainec
lawyer who opened the first unit i
1978. The chain’s Midwest locatio
proved a boon to business, with qualit
beef, pork and poultry nearby. Th
concept has locations in Illinois, lowa
Kansas, Minnesota and Wisconsin.

The Machine Shed highlights com
fort foods such as prime b, pot roas
and pan-fried chicken. Sides includin;
vegetables, coleslaw and house-mad:
bread are served family-style.

Each location includes a retail shoj
with cooking supplies and cookbook
by the chain’s chefs. In addition, all res
taurants offer free cooking classes. P 6

€ cooxung classes. 73
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Machine Shed is
“Dedicated to the
American Farmer,”
which Mike Whalen
says is his five~-word
constitution.

FARM BOY

Mike Whalen’s Machine Shed restaurants are on the move,
with a message: Agriculture is the heart of America.

By KErRrRI CONAN

r l Y URN RIGIIT AT the wind-
- mill, past the row of old

farm equipment in the parking
lot, to enter a world of denim
and galvanized tin. Welcome
to Machine Shed, the sort
of restaurant where cottage
cheese counts as an appetizer,

the mashed potatoes come

? é‘ofﬂ

What you'll learn by reading this story:
K ow an important community issue can be
wielded to a restaurant’s benefit.

Fow a small competitor to large themed
chains is bringing authenticity to his concept.

EXow one muiti-brand operator decides what
his next concept should be.

with lumps, the official uniform 1s a pair of
faded bib overalls, and every meal is de-
hvered with a political and social subtext

Mike Whalen 1s working hard to parlay
Machine Shed and his other close-to-the-
farm concepts 1nto a sizeable Midwestern
collection of mid-priced eateries But
don’t dub his approach “theme market-
ing” unless vou’re looking to be corrected
Building a restaurant empire, he insists,
is mcidental to pursuing a much larger
mussion, an objective he calls the “five-
word constitution” of lus 14-unit brood
Dedicated to the Amenican Farmer The credo 1s posted
promunently on restaurant signage and collateral mate-
rials, and Whalen backs 1t up with a network of programs
designed to inform the public and support American
agribusiness In the process, he’s not doing badly for
himself, either, with sales pushing $100 millhion

The seven-umit Machine Shed chain 1s the flagship of
Whalen’s [leart of America group, but the multi-tiered
mix also includes three Thunder Bay Grilles and 2 num-
ber of one-of-a-kinds, for a total of six restaurant brands
Several more are 1n various stages of development, but
\Whalen regards Machine Shed as the concept best posi-
tioned for growth because of its relatively low ticket (av-
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eraging around 810) and high volume
(annual sales of about 85 mullion per
unit, including gift-shop revenues)

Each restaurant buys from a broadline
distributor, but one of Whalen’s standard
operating procedures 1s buymng as much
whole, fresh food as he can from local
growers and prepping 1t at each site
And he’s not shy about trumpeting that
policy On the back of the menu for his
newest restaurant, in Lake Elmo, MN,
Whalen touts his commitment to the
American farmer with nostalgic and pa-
triot imagery, simultaneously thanking
guests, commodity assoctations, and
multinational agri-companies for help-
ng his business to grow

Machine Shed's copious
breakfast, lunch, and dinner

menus are heavy with hearty

American fare like sirloin,
battered mushrooms, and
“County Fair" onion rings.
Units like the one below use
real farm equipment as part
of the decor. The restaurants
even offer tractor rides.

And lest customers forget about
Whalen’s intentions, the menu 1s stud-
ded with farm references, from the
names of Machine Shed’s breakfast
specialties (the Light Chore Day, the
Hired Man’s Breakfast, and the Farmer's
Daughter) to special sections on the lunch
and dinner hstings (Plowman’s Fare,
ranging from Roasted Stuffed Iowa Chop
[813 49] to Pan-Fried Chicken [S11 99],
and Farm Style Favorites, which include
Old Fashion’ Pot Roast [$9.99] and Baked
Ham [59.99])

Ilis financial commitment to farming
extends beyond his support of local sup-
pliers. So far, Whalen's company has dis-
tributed more than $100,000 1n agricul-

tural school scholarships His chefs
regularly participate 1n farm board con-
tests and state fairs Free cooking class-
es offered at the restaurant teach pork
handling and preparation techniques

Machine Sheds function as formal and
informal meeting halls for all sorts of
grass roots groups and gatherings,
while the brand sponsors educational
semnars at farm shows throughout the
Midwest

EANWIILE, Whalen wears his
Mpolmcs on his sleeve, posting
——mmee links on Machine Shed’s web
site to pages addressing current farm
1ssues and political concerns He also
speaks frequently about those matters
to business and commumnty groups “It’s
part of who we are The skeptic would
say it’s just good marketing, but that’s
not what we’re about,” he says

Two Heart of America outlets are
linked more directly to farm hife. The
Planted Earth Cafe sits in the visitor’s
center at John Deere corporate head-
quarters 1n Moline, IL, where working on
tractors 1s just part of a glitzy museum
program A hotel/restaurant configura-
tion anchors the 600-acre Living History
Farms, a working farm exhibit in
Urbandale, IA

When Whalen opened the first Machine
Shed in 1978, he never dreamed that
someday his company would push
sales into the nine-digit range. He was
a Harvard-trained lawyer with an inter-
est in investment banking, who got
sucked 1nto the business by accident
when he took over a struggling 100-seat
coffee shop owned by his father “We
were just a S5 million company going
into the '90s,” he says Now he won't
open a Machine Shed that can’t collect
that in a year

A visit to the Machine Shed 1n the
Kansas City suburb of Olathe reveals
part of Whalen’s method The five-year-
old restaurant’s located just off the in-
terstate that heads north to Des Moines
and south to Wichita, at a crossroads
of strip malls and chain restaurants A
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Heart of America-run Comfort Suites
shares the same parking lot. Inside, the
greeting station sits plumb in the middle
of a general store No small gift shop
hawking T-shurts, this retail outlet pro-
vides everything from Machine Shed
cookbooks and baking mixes to John
Deere outerwear The stores in newer
restaurants are even more dressed-up,
like an Eddie Bauer On average, each
one generates 10% of sales

The restaurants crank out three
squares a day, as well as banquet cater-
ing, all-you-can eat buffets, and room
service for an adjacent hotel. A full bar
provides wine by the glass and by the
bottle “We're a dinner house that hap-
pens to serve breakfast and lunch,” says
Whalen, striving to distinguish the
Machine Shed from what others might
consider his country-fare competitors
(the concept has sometimes been likened
to Bob Evans and Cracker Barrel) “We
malie those transitions so we don’t feel
like a coffee shop ”

Since the beginning, meals have
been served family-style, with sides of
coleslaw, cottage cheese, daily vegetables,
and fresh-baked bread served alongside
But that’s beconung increasingly less
practical, says Whalen, as more compli-
cated dishes become better integrated

Whalen tries to corner a market by
packing 1t with a mix of his brands
Concepts abut each other in the same
vicity, 1deally located next to a com-
pany hotel A traveler who doesn’t want
to eat in the same restaurant mght after
night might still be giving lus or her busi-
ness to a Heart of America operation

Whalen 1s quick to recognize that his
multi-brand strategy cuts with a double-
edged blade—a blessing for boomers
weary of cookie-cutter experiences, but
a curse for drumming up expansion cap-
ital Investors don’t want to pay for a sec-
ond restaurant that doesn’t look exact-
Iy like the first, he says, no matter how
successful 1t 18 “I don’t know at what
point we become a chain 1n their minds,”
he says In lus thinking, that transfor-
mation hasn’t happened, he still refuses

to shp into chain jargon about units or
stores In his kingdom, they’re either
restaurants or hotels

The seven current Machine Sheds are
the most visible Heart of America oper-
ations, especially as they move off the
highway and into
suburbs and cities
A different spin on
comfort food, weight-
ed toward seafood
and pasta, defines
the menus at three
Thunder Bay Grille
restaurants Other
“onesies,” as the
company calls them,
include the seafood-
dniven Captain's Table
(on the Mississipp1
River), the Planted
Earth Cafe, the
Checkered Flag Bar
and Grille, and
Gramma’s Kitchen A
beach-shack type con-
cept called Crabbies, -M
1s the only concept
that didn’t wash in Whalen’s Midwest
hometown It closed nine months after
opening

Whether any of those independents
wind up being prototypes for more restau-
rants doesn’t concern Whalen, for whom
development is a highly idiosyncratic
process He starts with a location his gut
likes, then sets out to build the sort of
restaurant he, his friends, and family
would patronize

The newest, most evolved Machine
Shed opened this February in the
Minneapolis suburb of Lake Elmo Like
most Heart of America restaurants, a
company-operated hotel is adjacent
This tume, however, the brand s called
Wildwood Lodge, the second property
Whalen budt from his own drawing board
Will more follow® Probably But that has-
n’t stopped the company from simulta-
neously entering franchise agreements
to open a Radisson and a Courtyard by
Marriott

“WERE A
dinner

house that

happens to

serve
breakl

and
Iunch.”

“I’s sort of a free-for-all,” says Whalen
of the current state of hotel franchising
Loyalty in that business has eroded in the
last 10-15 years, so he’s cherry-picking
what works in context of a total Ileart of
America development He's never played
exactly by the rules anyway.
Even the most economy-
minded hotel is painted
bright purple and red, with
Western upholstery and mo-
ufs, and homespun signage
The Wildwoods are even more
“boutiquey.” Design details
are sweat to maintain the look
of a lodge, nght down to the
cedar and stone.

Whalen doesn’t have to
worry that his spending will
anger fellow investors, he
doesn’t have any Ile and his
wife, Kim, whom he met at the
original Machine Shed, wholly
own and operate the Moline,
IL-based concern Instead of
reaching out for equity part-
ners, they’ve always gone to
banks for traditional debt fi-
nancing, starting with local lenders and
building toward more complicated na-
tional institutions as the company grew
That approach, says Whalen, allowed
Heart of America to buy almost all of its
real estate. “I didn’t want to answer to
anyone’s expectations of growth,” he says

Omaha and Chicago are Whalen’s
next target markets

Although he says he can envision Ileart
of America going pubhc and putting
Machine Sheds in faraway places hike
Boston, Whalen maintains that the menu
requires too much talent to permit that
sort of exponential growth. And, he ad-
nuts, he's not eager to share control of the
company with shareholders Theyv nught
be more interested in money than the sort
of green matters that interest Whalen,
like farmland development, government
intervention, and seed technology
“Farming 1s cverybody’s bread and but-
ter,” he savs “Sounds hokey and pop-
ulist, but 1t’s the truth ” §
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$100 million later, Michael and Kim Whalen have found ...

By Dawn Heuses
For QcBiziet

Hard times did not
cause Michael Whalen
to turn away from a
challenge, which today
has led to a multi-million
dollar company

Instead, the hard
times filled him with the
determination and
excitement to keep mov-
ing forward

Whalen is the founder
and president of Heart
of America Restaurants
and Inns The $100 mil-
lion company started
with one restaurant, The
Machine Shed in
Davenport, and has
grown to include 13
restaurants and seven
hotels

It now has properties
n five states and
employs 3,000 people

The company has a
significant presence in the
Quad-Cities, operating
Thunder Bay Grille,
Planted Earth Cafe, The
Captain's Table,
Grandma's Kitchen,
Checkered Flag, a Comfort Inn hotel
and its company headquarters in
Moline

A twist of fate

Whalen does not tie his
business success to his
education He admits that
he must always have been
a restaurateur at heart but
never realized it until his
dad asked him to help out

It was 1978 and Whalen
had just graduated from
Harvard Law School with
honors n three years He
wanted to pursue a future in
investment banking, but his
dad called and asked him to
come home

Whalen's father owned some prop-
erty and the tenant fell through. His
dad turned to a fniend, "Happy" Joe
Whitty, and asked if he was willing to
partner in a restaurant at that site He
was, but they would need someone to
get it started

Whalen agreed to do it for six
months, believing that would be what
it would take to get The Machine
Shed up and running

CAREER
CADDER

SR U R S T I

"We opened in July 1978, and after
six months, | could not leave," he
said Things were not going well. The
weather had been bad and the
restaurant was losing money

He planned to stay another six
months and by the end of
that year, the restaurant
was profitable

By the time he hit his sec-
ond year at The Machine
Shed, Whalen had figured
out how things should oper-
ate and was coming up with
new ideas and plans

In the early 1980s, he
purchased Whitty's interest
in The Machine Shed and
put his plans into action,
starting with an expansion

Dadicated to the lowa farmer

For a few years, Whalen worked
seven days a week, from open to
close So did his now-wife, Kim, who
was hired 1n February of 1979 to help
with the books

They never gave up "The first 10 to
12 years were not easy," he said "We
did not do what we wanted to do, but
what we had to do*

Kim agreed "That taught us how to
do it lean and mean and gave us the
core principals to do this today,” she
said

Through that first decade, Whalen
never strayed from The Shed’s ongi-
nal motto “Dedicated to the lowa
farmer” Corners were never cut
because that would infringe on the
motto and quality

") think that is the only thing that
saved us,” he saild "That 1s what we
wanted to be "

In 1985, the company built Apple
River City, now called Thunder Bay
Grille From there, it continued to
grow the number of restaurants that it
owns and operates

Branehing out

Whalen entered the hotel business in
1986, after he purchased the Comfort
Inn located next to The Machine Shed
The hotel was detenorating and he was
afraid it would reflect poorly on his busi-
ness, as well as the community It is
located in one of the gateways to
Davenport

Heart of Amenca purchased the
property, renovated it and since has
won numerous hospitahty awards for its

e Name Michael L
Whalen

o Title Owner

e Company Heart of
America Restaurants
and Inns

e Education Earned
bachelor’s degree from
the University of llinois
in three years. earned
law degree from
Harvard Law School in
three years

o Web site.

www lioat com

o Quotable quote
“The first 10 to 12
years were not easy
We did not do what we
wanted to do, but what
we had todo "

Michael and Kim Whalen have grown Heart of America Restaurants and inns from a single restaurant to a
$100 million business with 13 restaurants and seven hotels.

high level of service, cleanliness and
quality

Eight years ago, the company built
its first hotel from scratch in
Urbandale, lowa Now it 1s working on
its eighth property, a Radisson Hotel in
suburban Milwaukee Pians already
are under way for two more hotels

Whalen feels s law degree did give
tim the credibility he needed to secure
loans to expand The Machine Shed,
but that education did not teach him
how to be a businessman

Those lessons came mostly through
hard work and determimation

"Neither one of us really ever
worked for anyone else For the most
part, we figured it out for ourseives,”
Kim said

"Really," Whalen said, "That is the
harder way to do it "

All of the properties Heart of
America owns are more than just prop-
erties Every hotel and restaurant
serves as a reminder "It is not a unit or
a store,” Kim said "It really 1s a part of
our lfe "

Whalen said that hiting $100 milion
n sales does evoke a personal reac-
tion "ltis neat, it 1s a milestone,” he
said "But it 1s not something we set
out to do"

!
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Mike Whalen stands In the dining room of the original Machine Shed
restaurant he opened In 1978 In Davenport, lowa. Today there are

Key mgredient:
Perfectionism

Peoria native’s $100 million-a-year hospitality
enterprise grew because of attention to detail

By CLARE HOWARD
of the Joumal Star

MOLINE — Mike Whalen walks
with the urgency of a Type A per-
sonality.

On the brisk jog from his office
in a renovated factory along the
Mississipp: River to his new
Planted Earth Cafe in John Deere
Commons, Whalen spots his two
dogs walking with staff, In a thun-
dering, raspy voice, the
45-year-old Harvard law school
graduate throws back his head
and bellows up River Street, “Ter-
riers reign!”

The dogs go wild with excite-
ment. Staff smile at Whalen’s
characteristic exuberance.

Once inside the doors of his
150-seat cafe, Whalen spots huge
lines of people waiting for tables.
He murmurs “Oh, my goodness”
and rushes 1n to the dining room
to bus tables.

It’s this mtensity and atten-
tion to detail that have parlayed
Whalen’s company, Heart of
America, into a $100 million-a-
year hospitality enterprise with 26
properties, more than 3,000 em-
ployees and plans to enter the Pe-
ona market.

He describes his management
style as “entrepreneunal, fast-
paced, little ierarchy with a high
‘matterness’ quotient. To fit in
here, work better really matter to
you.”

Tuesday
May 23, 2000
Journal Star

LESLIE RENKEN/Joumal Siar

Machine Shed restaurants In four states, and Whalen, a Peoria
native, hopes to put one In Peoria soon.

He’s already lined up a com-
mitment from Radisson Hotels to
be part of his vision for the Peona
Sears block if he’s developer on
that project. He’s looking to ex-
pand his Machine Shed restau-

LESLIE RENKEN/Joumal Star

0Old farm equipment decorates the Machine Shed restaurant In
Davenport, lowa, Indoors and out. The farm theme also is carrled
over Into the menu, which features dishes that many a grandma
used to cook.

rant chain to the Peoria market,
making an offer on land near In-
terstate 74 for construction of a
restaurant.

It would be a return to his roots

__Please see_DETAIL_Pana.CR....
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A Davenport man longed to
- bring: his- restaurant’s rural
‘charm to Living History
Farris: Now he’s succeeded.

S

ByMICHAELHO .-
Repister Stert Writer -

It sometimes is saidithat the difference

Or that he who dies with the most toys wins.

_ For Michael Whalen, a Davenport business-
man, Harvard Law School graduate and one
of Inc. Magmne'semmpreneursomleyear
thewysuemmmws

But unlike those of-many Harvard Law

graduates,Wlmlenstoysaren’tyachﬁs.dW
, audio tape playersor BMWs. .
Whﬂenstwoﬁtetuy'ntthemomenﬂsa

bétween men and boys is the size of their toy's:*

Michael Whalen offers “lowa family style’ porkdhhuathbnewlmMmhheShedmuunmuLMngmmrylenUrbndnle.

Old-fashioned restaurant
pays tribute to Iowa farmers

1~

P

1629 John Deere:iractor. And when two visi-
tors recently pulléd up to his new restaurant at
uvlnngmxyFmﬁx the first thing he want-

* edto'dowas takethein for a ride onthe tractor -

—whmhsdllnms,albeitwlthmorenoumd
smoke than today’s Deeres.
ATribute toFarmers
'lherestofh:stoysareimideﬂlelvwnm-
chine Shed restaurant: antique farm whple-
ments,photographsorold-umefanm wood-
rakes hanging from the ceiling. The menu, -
asmnybe from the decor, has a de-
aidedly rural, pre-health-food flavor. Most
dlshes are made of pork, and the pzes will

keepydiistaring at the scaleforweeks. . -~

Whalen wants bis restaurat, like Living
HmryFm,toteﬂastory—tlustoryofﬂle
lowa farmer.

Notyonrtypiulbusinenfonlhmxdhw

grad. But even kiis high-roller lmomey friends; s,

mustbealittle envious,

This month, hw.MngazinemedWhnlen

-

_TADD ENDORF/The Repishe

as a-regional entrepreneur of the year. The
m nport restaurant in 1988 was named na-
mﬂ_ggrkmnnnmdﬂle
lnduwyawudnthuwon.
All this fame came-from what Whalen
thought would be just a part-time family di-

version.
In 1978, his father opened the or

lowa
* Machine Shed in Daven . Whalen, fresh
out of law school, si ontohelpnmﬂn -

-1882, Whalen said. “I've been
obseased with the idea that the Machine Shed
should be at Livinig History Farms.” .

He said his own tour'of the farms took more b
than five hours and left um short of breath,
tired and hungry. His restaurant, he thought,

e

[ Please turn to Page 5B
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MACHINE SHED

ontunued from Page 1B’

ould make a perfect addition
Nearly 10years later, he's gotten his

“It the Living History Farms sat
own to design a hypothetical restau-
nt,” he said, “thiswould be1t

A week ago, the Machine Shed
wrew open its doors. From morning
ntil night, Whalen said, the restau-
it was busy. It wasn’t packed — 1t
olds 400 people — but Whalen had
nderestimated the first-might crowd.

“It was incredible,” he said. “We
ist opened the door and didn’t do any
dvertising.”

This whole concept-of a machine
hed — a restaurant that looks ltke an
vergrown barn, serving food that 1sn’t
xactly nouvelle cuisine — took his old
uddies back East by surpnise

They thought he was insane for

1king from scratch, using
2al butter and cream instead of mar-

vafine and non-dawry creamers, cook-

&0 old fashioned ovens — the ones
ﬂt use heat instead of microwaves.

remembers the most biting

ptificism. “He’s going to be broke

chmontl'nx They’re running it hke a
of farmers

t that was the pomt Since then,
,ﬁen has been trying to preserve a
of Americana — what he called
[P idyllic, pastoral” hife — that has
Gx trampled and forgotten in a world
terstate highways, compact disc
fiayers and drive-by shootings. .
r 'he Amencan farmer 15 one of
e great mythologxcal figures like
he American cowboy,” Whalen said.
Preserving the umage isn't easy, and
1sn’t cheap. The intenor walls of
Vhalen’s restaurant are covered with
ntique farm tools

Farmer Is Celebrity”

One wall sports autographed pic-
Ires of farmers 1n theur fields. Wh:len
xplamed that the concept 1s the same
s at restaurants 1n New York City’s
aeater distnct, where well-known
ctors will autograph their piblicity ..
hotos and Kang them on the wall
‘estaurant propnetors display them as

kind of “Who’s Who” of their pa-
ons.

“Well, here the farmer 1s a celebn-
7" Whalen said He wants to 1ill the
rall with plctuhl;e:ofthefamemwho

ome through tus restatrant
“What's really fun is to getan older
armer 1n here,” he said “They tiy t

tump me” in identifying the mynad .
nhque tools scattered throughout the
estaurant ¢

“All the anhques here are real an-
ques,” Whalen said. “We don't use
sproductibns ” ~ © :°

Whalen 1sn't telling what he spent
or the antiques or-where he got them.
le will say that hus employees- spent
bout 500 hours covering the wails
nththem.

The restaurant gm shop, a feature in
oth Machine Sheds, came about 1n-
Javenport after patrons wanted to
1ke hus restaurant home. Not literally,
ut they wanted to take all the antiques
nd knickknacks off his walls

*“‘People kept saying, ‘Well, can I buy
his? ” Whalen said.

To which he responded. Swell,
reah, we'll sell everything emept our.
ntegnty.” 4

That meamhe,wmgt sep th; d;qgn-, shasgd,
IR 1L} naummlrsa'mm’l Ly 7o wﬂmﬁ*@lﬁm WS ﬂ:ma

The Iowa Machirie Shed’s gift shop offers rural items similar to those that cover the restaurant’s walls.

— after all, 1t took a long time to stick

on the walls — but he did

put in a small shop to peddle items
with a rural lowa flavor.

But not everything in his shop is spe-

afically rural; some is there just for its

nality.
meg else can {:i‘l’ find a heart-
swatter?” he bragged.

But the whole spectacle — the feel-
ng that somehow this restaurant has
betome a theme park of the lowa farm-
er— 18 played down by Whalen.

Not JustaGimmick

He says his Machine Shed is not a
“farm-themed"” restaurant, but rather
afarmers’ restaurant

He doesn't want the farming aspe
to become just a gimmick; he dmsn't
want his employees to-fee] that their
uniforms, the trademark bib overalls
and checkered shrts’ of the Fnrly zou:
century, are’‘just

‘Whalen said he treats the motto un-
printed on the Machine Shed’s promo-
tional material — “Dedicated to the
Iowa farmer” — as a “five-word consh
tution.”

“Ifit doesn't fit m that,” he said, “w
don’tdont” .

That means cooking virtually every-

_thing from _scratch; using genume |
darry ingredients; and Semnglots of 1"

pork — everi though.today’s health-
conscious consumers are shying away
from meat and fat.

‘When confronted with the bad news
— hus foods, often fried, ‘mostly pork;
are prol fattening
lesterol — Whalen asks fur @ head-
couiit. . e

“I've seen more old !annels than old
actors, old lawyers or old reporters,” -

* hesaid '

Not for Yuppies / o

His restaurant,*he:said, caters notto -
yuppies, but to what he;calls the'“soft-

1es"~sentor older family types.

"'!'hey want good ol Amenmn.food
like we serve,” he sad

Whalen acknowledged that some of
his dishes — like the tangy tenderloin,
a pork tenderloin stuffed, rolled and
covered with chgig::wder and’ spices
—aren'texactly traditional farm fareé.”

He calls his menu “nouvelle farm”

— things you would have made on the
farm if you'd thought of it

His goal 15 that a farmer who tours .
his operation would approve- of the.
way the food- is made, from -the.
m-house meat:cuttj,ngm the, in-cos-
tume waitresses. i
~ -'If we wouldnit Qe ablg,etodo-tlm."
“wewouldn't do1t.”

and highin cho- |

o, 36 |
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ENGINEERS AND '
SURVEYORS, .iN¢
- 601:8W NINTH

Asan engmeer— )
ing consultant to
Hubbell Realty, ... 5
Saltsgaverlqgwre-
that Hubbell - .:
expects quality ..
from the archi- |
-tects, englneers
‘and conttactors: = N8
1 it hires: When'it’ caifie time tetlease hew-ofﬁée

quality to its tenants,,

- In their new RiverPoint location, Anderson-
Bogert enjoys ample parkmg, easy access'to the
courthouse and freeway——and ‘exceptional attention ..
" from Hubbell. Accordmg to Saltsgaver; “It’s amazmg
how well: Hubbell treats their clients.” )

<. OFFICE AND Omca SHOWRBUM SPACE
-n.u,

| HUBBELL REALTY; COMPANY . o)
9q9 Hubpell Buljdmg‘ 234 Wul_nm,l;eermnes lqwa 50309 '-é I,S 243;3;2&.1 ,g

(NP VALY STl

space, his firm found that Hubbell also prov1des =l

Al hiatodd ‘...-—. -~ ‘.

g
§

. Qutstanding
: Service

* o Over 30 Years

% Experience
* o Instant Quotes
* o Rush Orders Accepted
* o Forms Management %

+ o Competihve Prices
+ o Endless Design
+  Capabilities—
Computerized
Laser Composition
o local Sales
Representatves

Complete
: Capabilities
" o Forms Monufactured
°  Locally
« Conhnuous Forms
o Unit Sets
o Stock Forms

« & 4-Color Prntng'

+ @ Xerox 9700 Cut Sheets
-' o One-Part Forms
+ & Mult-Part Forms

.o Modulus Numbering

. FOR INSTANT
: QUOTES - .-}

INFORMATIO N:

1515 2488195
“HAX (515) 2442030

2510 Bell Avenud
Des Maines, 1A 50321

LOCALLY OWNED

VACATIONING
SOON?

)-’l

Order your Register vacation -

- pack before you leave lown... :

CALL-284-8311. .
THE REGISTER

™
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Midwest Living ad.psd

Davenport - Des Moines
Rockford, IL Pewaukee, WI
Olathe, KS Appleton, WI
Lake Elmo, MN

Log on to receive $10 off $50 purchase
in restaurant or online.

www.machineshed.com

Anne Spaete

Director of Graphic Design

Heart of Amenca Restaurants & Inns©
309-743-3254
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AAA Living ad.psd

Rockford, IL Pewaukee, WI
Olathe, KS Appleton, WI
Lake Elmo, MN

Log on to receive $10 off $50 purchase
in restaurant or online.

www.machineshed.com

Anne Spaete

Director of Graphic Design

Heart of Amenca Restaurants & Inns©
309-743-3254
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AAA LIVING MAGAZINE

DEMOGRAPHICS

°

@\u The Brand America Trusts

-,
”
/

Household Income Age Main Residence
Under $19,999 7.0% 18-44 21.8% Own Home/Condo 89.7%
$20,000 - $39,999 20.5% 45-64 44.9% Rent 10.2%
$40,000 - $49,999 11.9% 65 Plus 33.2%
$50,000 - $74,999 19.3% Average Age 57.1 Value of Residence
$75,000+ 31.9% Median Age 56.9 Average $191,376
Median Income $57,788 Median $157,504
Average Income $73,868

Sex Marital Status Occupation
Male 40.8% Single (never married) 10.6% Professional/Manager 47.5%
Female 59.2% Married 63.2%

Separated/Divorced 12.8%

Education Widowed 13.4%
Graduated 4 years college
or more 44.1%

Attended college 1-3 years 26.7%

Attended college

Member of AAA H&A Publishing

70.8%

Source 2004 Mediamark Research Inc “Subscriber Profile Study”

AAA members are very
desirable prospects for your

products and services!

For Advertising Rates Call (402) 592-5000 X452

AAALving
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